








fgottle Master 


CARTON OPENERS 


on the map with 
Bottlers everywhere 


Visit our booth, number 825-924, for a 
demonstration. Several successful instal- 
lations in Chicago. 


Names of other users on request. 
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7 HIS space would have to be many times as 
long to even begin to discuss all the significant 
features in this issue. As usual first in the field 
to fully describe and analyze new developments 
of major trade importance, NBG presents sev- 
eral articles which cover the subject of the 
canned soft drinks as thoroughly as the present 
exploratory state of this activity permits. One 
of these features describes in word and picture 
the interesting story of the plant in Illinois 
which has marketed a major franchise drink 
in the crowned can for 3 years, while it went 
merrily on its way increasing its sales of the 
same brand in 12 oz. bottles. The other story 
covers the ground from the viewpoint of the 
can manufacturer and presents some interest- 
ing opinions. 
xk k 

Producing the dietetic beverages, unlike the 
canned soda, does not require a change in pro- 
duction methods, but the non-sugar drinks 
have their own particular complications—that 
of regulation and control (to say nothing of 
complete prohibition) by the States and Fed- 
eral government through the food laws. And 
so for the first time anywhere, we publish a 
full digest of the regulations and controls which 
either permit or prohibit the bottling of non- 
sugar drinks. 


x** 


To cost-conscious bottlers, articles like the 
three in this issue which (1) describe a Coke 
plant which has reached a high level of produc- 
tion “knowhow”; (2) discusses the economies 
inherent in a good fork-truck and pallet system 
of case handling and (3) provides full data on 
a new modification of pallet operation which 
extends its usefulness into the distribution 
phase for the multi-line bottler, are worth the 
most careful scrutiny and study. Costs are still 
rising, and it’s “data like thisa” which keeps 
them from flooding out the bottler. 


xk * 


Finally, there is an entire section which con- 
tains every name and fact with regard to the 
national Convention- Exposition in Chicago. In 
it you'll find program details, list of exhibitors, 
biographies of speakers, data on the Forums, 
information about social and entertainment 
events, news of features at the Big Show, facts 
about Chicago, floor plan and hotel directories 
—anything and everything you want to know 
about the national gathering. 
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Canned Soft Drinks Hit Page 1 


In a front page round-up story published in its 
issue of September 24, The Wall Street Journal re- 
views the “infant” marketing of soft drinks in cans. 
In the article, prepared by two staff reporters, the 
operations of the Sheridan Brewing Company in 
Sheridan, Wyoming, which has organized the Can- 
a-Pop Beverage Company, and Cantrell & Cochrane’s 
New York operation with the “Super” line of bever- 
ages, as well as the operations of the Pepsi-Cola 
Bottling Company of Alton, Illinois which has been 
canning Pepsi-Cola for over three years, are re- 
viewed. 

The article reports large food stores and super 
markets as favoring the sale of soft drinks in cans, 
because of the elimination of case and bottle han- 
dling; although their markup on canned beverages 
is lower than bottled goods. Also queried on their 
opinions were various can manufacturers, bottle 
makers and parent companies. 

The article comments that favorable reports on 
a few test cases plainly do not mean that cans will 
sweep the soft drink market immediately. It points 
out that in the beer field, where the can has had an 
18 year growth, the metal container still represents 
only 24°; of the packaged beer sold in the U.S. 


Watch The Lawmakers 

The course of political events is sometimes pre- 
dictable, but never the actions of the solons with 
regard to taxation programs. Bottlers continue year 
after year to battle special tax proposals in the 
various states, sponsored by Congressmen and others 
with special (t) axes to grind. A.B.C.B., in a recent 
bulletin to members, commenting on the revision of 
the Internal Revenue Code in which consideration 


has been given to a general manufacturers sales tax 





THE TRADE 


as well as a national retail sales tax, pointed out 
that one proposal to the Joint Committee on Internal 
Revenue Taxation, while it was considering the al- 
coholic beverage tax, was to tax all packaged bever- 
ages, both alcoholic and non-alcoholic, equally and 
on a strictly volume basis. Obviously, such a fan- 
tastic, inequitable tax on a low priced commodity 
like soft drinks cannot stand on its merits, but that 
such a tax was actually proposed illustrates that 
bottlers must be prepared to steer legislative think- 
ing away from such ill-conceived plans to raise rev- 
enues, 

In the light of the overwhelming opposition which 
may be expected in the face of a national sales tax 
plan, bottlers must be constantly on guard against 
being suddenly confronted with an unfair and dis- 
proportionate share of the tax load if the Adminis- 
tration turns to the line of least resistance in raising 


revenue, 


Pennsylvania Bottlers Adjusting 
To New State Tax 


Pennsylvania bottlers are having a bit of difficulty 
adjusting their operations to the new 1° general 
sales tax which went into effect September 1. After 
the State association had informally told its mem- 
bers that bottles, cases, and crowns were not taxable 
under the sales tax, the Department of Revenue 
issued a book of regulations which made it clear 
that the Department intends to require bottlers to 
pay the tax on the bottles and cases they purchase 

A committee of the State association met with 
Joseph C. Snyder, director of the Division of Use 
Tax and with the Deputy Attorney General, Howell 
Mette, on this question, but no decision has as yet 
been forthcoming 


In a letter to members, the association declared 





itself reasonably sure that crowns and labels would 
not be taxed, and was hopeful that paper carriers 
and cartons would also be exempted. 

The association is also protesting the interpreta- 
tion that carbonated soft drinks are taxable under 
the Act—the regulations exempt all non-carbonated 
beverages and a long list of ades, powder mixers, 
concentrates, fruit juices, etc. 

The 1% sales tax is collected from the consumer 
on purchases of lle or more, up to $1, and 2¢ on 
$1.01 to $2. There is no tax on single bottle or vend- 


ing machine sales of 10¢ or less. 


Los Angeles "Coke" Stages Big Contest 


One hundred and twenty Servel Electric Wonder- 
bar refrigerettes will be given away by the Coca- 
Cola Bottling Company of Los Angeles in what is 
described by the bottler as “the greatest consumer 
contest ever held for Coca-Cola in the Los Angeles 
area,” 

Sixty of the refrigerettes will be given away to 
consumers—at the rate of ten refrigerettes per week 
for six weeks—for the best 25-word statements on 
Another 60 will 


be awarded to the Coca-Cola dealers from whom the 


“Coke is my favorite because 


winning consumers obtain their entry blanks. 

The contest was kicked off with a series of full- 
page, three-color ads in Los Angeles newspapers. 
The advertising schedule also included newspapers 
in Glendale, Hollywood, Long Beach, North Holly- 
wood, Pasadena, Pomona, Santa Ana and Santa 
Monica. Spot announcements have been scheduled 
for 11 radio stations. Dealers have been supplied 
with colorful window streamers, display banners 
and entry blanks. 

The first week’s contest closed on Sunday, October 
i. The sixth week’s contest will close on Sunday, No- 
vember &. 

Details of the contest were first announced to em- 
ployees of the bottling company at an opening meet- 
ing on September 10. Speakers included Cecil Bar- 
bee, president, and H. G. Rogers and Andrew Dos- 
sett, vice-presidents. Neal Schuman, sales manager 
of the Servel Wonderbar division, Evansville, Ind. ; 
and J. K. Payne and Frederic Schneller, vice-presi 
dents of the D’Arcy Advertising Co., St. Louis, also 


appeared on the program. 


National Sales Meetings for 
Squirt Company 

September Ist through 4th saw the annual na 
tional Squirt Company sales meeting take place at 
the Hollywood Roosevelt Hotel in Hollywood, Major 
emphasis was given to the many new sales promo 
tions Which are now being readied for use in the 
field 

Attended by all district sales managers, the meet- 


ing was conducted by Bill Jay, Squirt Company vice 














3a 





president and sales manager. Taking part in the 
meeting were Herb Bishop, president, Jim Keefe, 
secretary-treasurer, Earnie Lowry, assistant sales 
manager, and Hugh McKellar, advertising and sales 
promotion manager. 


New Interstate Group Formed 


Representatives of a number of soft drink bottling 
firms in three states met in Maryland recently and 
formed the Tri-State Bottlers Association. The pur- 
pose of the association, which includes bottlers from 
three states and may eventually include a fourth, is 
to provide a media for discussion of mutual prob- 
lems, promote good will among competitors and 
follow a code of ethical and fair trade practices. 

Elected president was Edward Wolfe of the 
Malamphy Bottling Works, Cumberland, Md. Named 
to serve with him are Ralph Henry of the Nehi 
Bottling Works, Elkins, W. Va., vice president; 
Robert Reinhard of Pepsi-Cola Bottling Company, 
secretary-treasurer; and James O'Neil, of Coca-Cola 
Bottling Company, Elkins, W. Va., chairman of the 
board of directors. 

The following are listed as members of the board 
of directors: Richard Oates, Pepsi-Cola Bottling, 
Petersburg; Charles Benner, Seven-Up Bottling of 
Saxton, Pa.; George Brown, Pepsi-Cola Bottling, of 
Elkins, W. Va.; Paul Nolan, Berkley Club Company, 
Berkley Springs; Richard Hollar, Nehi Company, 
Cumberland, and John Shaffer, Orange Crush Bot- 
tling Company, Oakland. 

Another meeting is to be held October 22 at 
Petersburg, W. Va. At that time a number of bot- 
tlers from the Winchester, Va., area are expected 
to attend and it is expected that some of them will 


affiliate with the new association. 








THE KID'S NORMAL! 


General Naguib. President of Egypt, hands a Pepsi-Cola 
to youthful Egyptian citizen who seems to be more im- 
pressed with the Pepsi than the presence of the famous 
general. The Pepsi-Cola Cairo Bottling Plant serving the 
area is one of a network of franchised Pepsi-Cola bottlers 
located in 45 countries of the world. 





Sign Of The Times? 
Association Reduces Dues! 


The West Virginia Bottlers Association, going 
directly counter to the general trend, at a meeting 
in September voted to reduce the dues of its bottler 
members by 50% and its associate members—the 
supplymen—by 75%. Association officials declared 
that by taking this action they would gain in the 
long run by obtaining more members, and greater 
participation by members in association activities. 

The new dues schedule takes effect in 1954. 


Test Taxability Of Soft Drink Powders 

A court test of the West Virginia State Tax Com- 
mission effort to tax a soft drink powder, sold in 
grocery stores. under provisions of the West Vir- 
ginia excise tax, was taken under advertisement 
September 24. In a hearing held in Kanawha County 
Court, attended by attorneys representing General 
Foods Corporation and State Tax Commissioner 
Milton J. Ferguson, Judge Frank Taylor indicated 
his decision would be reached after receipt of a brief 
from the State Attorney General’s office. 

West Virginia contends that the soft drink powder 
and about thirty other similar products and syrups 
sold for making soft drinks in the home are also 
adaptable for soda fountain use and therefore sub- 
ject to the tax. The State wants to place a 4c levy 
on the 1 ounce package of powder, which retails 
for 5e. 

General Foods maintained that its Kool-Aid pow- 
der is not commercially usable at soda fountains, and 
there was considerable argument between both sides 
as to whether that term 
Act passed by the 1951 Legislature was descriptive 
rather than limiting. 

The present tax on soda fountain syrups is 80c 


‘ 


‘soda fountains” in the 


a gallon. 

Another problem was dumped into the lap of the 
court concerning a different aspect of the State’s 
soft drink tax. This involved West Virginia’s brand 
of 3.2 or “‘non-intoxicating” beer and the court has 
been asked to decide whether or not the failure to 
tax non-intoxicating beer as a soft drink is dis- 


criminatory against non-alcoholic soft drinks - in 
favor of beer. The petitioner there is a former mem- 
ber of the State Legislature, who is listed in the 
petition only as a citizen and taxpayer, and in his 
petition he points out “that courts have repeatedly 
declared 3.2 beer to be a non-intoxicating soft 


drink.” 


Tidbit Topics 

Field tests show that consumers buy 22°; more 
goods when shelves are well stocked, so watch your 
outlets. If they are not giving your products ade- 
quate display, then ask for permission to do it your- 
self. . . . Long overdue, the Board of Directors of 


the Sugar Association, Inc., at a recent meeting in 
New York, voted to recommend to its members that 
an advertising and public relations campaign be 
undertaken to emphasize the place and value of 
. G. Krueger Brewing Co. has 


sugar in the diet 
introduced for distribution in New Jersey and New 
England, a 16 oz. bottle, called ‘“‘Big 16”, which will 
reportedly give consumers two full glasses of beer 
from a container only slightly larger than the 
standard 12 ounce bottle... . z Average weekly earn- 
ings for production workers in the soft drink in- 
dustry rose to $63.19 in June, up from $60.63 in 
May and $57.40 in April. Average weekly hours 
worked increased to 44.5 from 43.0 in May. June 
hourly earnings were $1.42. .. . Combination and 
grocery stores, in 1952, sold $330,650,000 worth of 
soft drinks, with beverages accounting for about 
1% of total store sales... . Pepsi-Cola Co., Chicago, 
raised prices Oct. 26 to $1.20 for 12 oz., 90c¢ for 8 
oz., $1.10 for 10 oz. HI-Q flavor and 90c for Ever- 


vess. 


5¢ Sale In All Cott Territories 

John J. Cott, Vice President and General Manager 
of the Cott Beverage Corporation, is staging a spe- 
cial sale of Cott beverages in all Cott territories. 
During this sale, consumers who buy two bottles 
will be entitled to an additional bottle for only five 
cents additional cost. 

The sale is being brought to public attention with 
consumer advertising in all New England, New 
York, Illinois, New Jersey, and Florida newspapers, 
supplemented by other media. A promotion budget 
of over $30,000 has been set aside for the three- 
week period of the sale, which began Oct. 5. 

Two of the top Cott flavors—Cott Cola and Cott- 
Up—are being offered in the special sale, both in 


the Cott jumbo quart bottles. 


Art Harris, Atlanta Paper Prexy, 
Protests Adoption Of One Style 
Shipping Carton 


Speaking before the Southern Classification Com- 
mittee meeting held in Atlanta, Georgia, September 
10, Arthur L. Harris, President of Atlanta Paper 
Co., Atlanta, Ga., declared that restricting the ship- 
ment of beer bottles by rail in one type of carton 
only—Holey carton—-was unduly restrictive and did 
not take into consideration the great economy possi- 
ble in using other types of cartons as well. The 
Southern Classification Committee has been trying 
to settle the question of setting specifications for 
cartons for non-returnable bottles in the beer indus- 
try, and Mr. Harris pointed out that although the 
hearing was directed to the beer industry it was 
extremely likely that if a ruling were passed it 
would be applied to non-returnable bottles for soft 
drinks. 

During the hearing, it was brought out by a 
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representative of the Atlanta Freight Bureau that 
the Classification Committee has not as yet estab- 
lished specifications for a safe minimum for non- 
return bottles. Nor did they seem to have a valid 
explanation for not establishing the specifications 
on glass shipped by rail in Interstate Commerce. 

Mr. Harris in his brief, pointed out that he hoped 
the hearings would result in a more careful scrutiny 
of the glass itself, rather than the limitation of the 
beer industry to any one style of carton when shipped 
by rail. He stressed the fact that it is obvious that 
the railroads do not want claims for broken glass, 
and that the consumer (user) of glass does not want 
higher costs. Nevertheless, there have been no con- 
clusive tests which would indicate that the cartons 
are at fault, rather than the glass, or that any one 
carton would be the answer to this problem. 

He told the Committee “it would be restraining 
and stifling to the initiative and free enterprise of 
carton makers for the breakage problems incidental 
to throw-away glass bottles to result in only one 
carton being approved for rail shipments.” 


Operation "Kinderlift" 

The first children’s airlift in the history of the 
world is now in operation in Germany. Organized 
by the American Air Force in Berlin, the Kinderlift 
has already flown over 200 children from refugee 
Camps in Berlin to the Eschborn Camp near Frank- 
‘furt for a 4 weeks vacation. 

The first group of 100 children landed recently 
at Rhine-Main Airbase where they received a huge 
reception from the local population. They were for- 
mally welcomed to Western hospitality by the Amer- 
ican, British, and French Consuls, a U. S. Army 
band and as large a quantity of Pepsi-Cola and 
doughnuts as they could hold—furnished by Frank- 
furt’s Pepsi-Cola bottler at the request of German 
Red Cross officials. 

In the next few weeks, the Kinderlift will fly an 
estimated 1,000 refugee children to the Eschborn 
Camp where they will have 4 weeks of recreation 
in the form of excursions, games, movies, sports 


and all the food they can eat. 


Salt-Free Club Soda Added 
To No-Cal Line 

A new salt-free No-Cal Club Soda will be marketed 
by Kirsch Beverages, Inc., of Brooklyn, N. Y., in 
conjunction with its present line of five sugar-free 
carbonated soft drinks. Morris Kirsch, president of 
Kirsch Beverages, said that the new club soda, fea- 
turing “hidden carbonation”, was put into produc- 
tion after numerous demands were received from 
the consumer-public for a salt-free mixer for high- 
balls. 

Mr. Kirsch further pointed out that the “hidden 


carbonation” provides smaller gas bubbles and 


makes a smoother drink. The No-Cal Club Soda will 
be especially beneficial to those who have kidney 
and heart ailments. 

It will be produced in 16-ounce, no-deposit bottles 
and will be retailed at two bottles for 29 cents. 


Master Test For Water Advocated 


Formulation of a scheme for the analysis of in- 
dustrial water was announced to chemists attending 
the semi-annual meeting of the American Chemical 
Society. The scheme was described in a paper co- 
authored by J. H. Phillips, chief chemist and K. G. 
Stoffer, senior chemist at the Research Center of 
The Babcock & Wilcox Company in Alliance, Ohio 
and presented by Mr. Phillips. 

Mr. Phillips pointed out that from beginning to 
end, the substances contained in water must be con- 
trolled for industrial and community usage. Natural 
water must be treated with chemicals to remove 
those undesirable constituents that would interfere 
with the operation of industrial equipment. It must 





STATE CONVENTION SCHEDULE 





be treated to remove any constituents that would 
interfere with the chemical reactions involved in 
industrial processes. Waste water from many proc- 
esses must be treated to avoid harmful pollution 
of streams as governed by city, state, and federal 
regulations. 

As a result, the American Society for Testing 
Materials, through its committee on industrial 
water, appointed a task group consisting of a cross- 
section of chemists in industry and government 
agencies, with Mr. Phillips as chairman, to set up 
a scheme for the analysis of industrial water, The 
findings were presented at the meeting as a part 
of a symposium sponsored jointly by the A.S.T.M., 
the Joint Research Committee on Boiler Feedwater 
Studies and the A.C.S. 

The scheme includes a comprehensive list of the 
properties and constituents in industrial water fo 
which analyses are made and the order of applica- 
tion of the many methods for chemical and physical 


measurements. 








STATE CITY HOTEL DATES DAYS 
Pennsylvania Pittsburgh Roosevelt Hotel Oct. 11-12-13 Sun.-Tues. 
Virginia Old Point Comfort Chamberlin Oct. 12-13 Mon.-Tues. 
Florida Jacksonville Roosevelt Oct. 18-19 Sun.-Mon. 
Connecticut Hartford Bond Oct. 18-19 Sun.-Mon. 
lowa Des Moines Fort Des Moines Nov. 1-2-3 Sun.-Tues. 
A.B.C.B. CONVENTION-EXPOSITION, CHICAGO, ILL. NOV, 9-12, 1953 Mon.-Thurs. 
South Carolina Greenville Poinsett Hotel Dec. 2-3 Wed.-Thurs. 
Georgia Savannah Gen. Oglethorpe Dec. 6-7 Sun.-Mon. 
Missouri St. Louis Sheraton Dec. 6-7-8 Sun.-Tues. 
Kansas Wichita Hotel Broadview Dec. 13-14-15 Sun.-Tues. 
New Jersey Newark Robert Treat Jan. 8-9-10, 1954 Fri.-Sun. 
Massachusetts Boston Statler Jan. 11-12 : Mon.-Tues. 
Arizona Chandler San Marcos Jan. 21-22 Thurs.-Fri. 
Alabama Mobile Admiral Semmes Jan. 24-25 Sun.-Mon. 
Colorado Denver Brown Palace Jan. 24-25 Sun.-Mon. 
New Mexico Albuquerque Jan. 28-29 Thurs.-Fri. 
Mississippi Biloxi Buena Vista Jan. 31, Feb. 1-2) Sun.-Tues. 
Calif.-Nevada San Francisco Palace Hotel Feb. 1-2 Mon.-Tues. 
Oregon Portland Multnomah Feb. 5-6 Fri.-Sat. 
Washington Tacoma Winthrop Feb. 7-8-9 Sun.-Tues. 
Texas Galveston Buccaneer Feb. 8-9 Mon.-Tues. 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Wed. 
Montana Bozeman Baxter Hotel Feb, 12-13 Fri.-Sat. 
Indiana Indianapolis Antlers Hotel Feb. 15 Mon. 
Tri-State 
(Ida.-Utah-Wyo.) Idaho Falls, Ida. Rogers Hotel Feb. 15-16 Mon.-Tues. 
Kentucky Louisville Brown Keb, 18-19 Thurs.-Fri. 
Iinois Chicago Sherman Feb, 24-25-26 Wed.-Fri. 
Ohio Dayton Biltmore Hotel Mar. 1-2 Mon.-Tues. 
West Virginia White Sulphur Greenbriar Mar. 7-8-9 Sun.-Tues. 

Springs 
Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radison Apr. 20-21 Tues.-Wed., 
North Dakota Devils Lake Apr. 23-24 Fri.-Sat. 
(Tentative ) 
South Dakota Apr. 26-27 Mon.-Tues. 












Canada Dry Sponsors New TV Show 


Canada Dry has announced the acquisition of a 
new TV show, “Annie Oakley,” based upon the 
legendary sharpshooting girl of Buffalo Bill days, 
and will give it a nationwide premiere early in 
January over more than 50 stations. 

W. S. Brown, advertising director, enthusiasti- 
cally declared that “We have secured an advertising 
and merchandising winner in the field of television. 
Annie Oakley will be the first TV Western with a 
heroine in the lead role. Our heroine, Gail Davis, 
is the most accomplished and popular Western 
actress Hollywood ever had, having starred in fifteen 
Gene Autry movies.” 

Audience tests of the first Annie film gave it a 
higher popularity score than severai well-known TV 
Westerns, Mr. Brown said. 

Canada Dry will adopt a new pattern of commer- 
cials, different from those used on Terry and the 
Pirates, which the company is dropping at the end 
of the year. Commercials will be done in “Western” 
settings, and some will be handled by Annie and her 
kid brother, Tagg, in keeping with the show’s 


.format. As before, Ginger Ale splits will get heaviest 


promotion in the 26 alternate-week shows. 

In the great American tradition of Westerns, the 
series will portray Annie Oakley using her incredi- 
ble marksmanship on the side of law and order. 


Top Honors For Brockway 

The Brockway Glass Company and its advertising 
agency, Smith, Taylor & Jenkins, Inc., walked off 
with top honors in the recent 1952-53 First Adver- 
tising Agency Group Advertising Competition. This 
company’s advertising received not only the First 
Award in the “Business Paper, Merchandising, 








SHOW PLENTY, SELL MANY 


A 100 case master display of “Family Size’ Vess bever- 
ages arranged for a two months period at the Big Bear 
Market, Lane Avenue store, Columbus, Ohio, by Vess 
Bottled Beverage Company of that city, pulled plenty of 
store traffic and ran up a good sales showing. 





Trade” classification, but also top honors in the 
form of a Grand Award for the best of all exhibits 
in all classifications. 

The award winning advertising was a series of 
trade paper advertisements in three-color and two- 
color whose purpose was to create brand preference 
for Brockway Glass Containers as well as to enhance 
the reputation of Brockway as a substantial manu- 
facturer and major source of high quality glass 
containers. ; 

The illustration in each ad featured a glass con- 
tainer for a specific product on a background of 
the natural ingredients used to manufacture the 
bottled product. 


Bottler's Sign Contest Winner 


A day-and-night sign that operates without elec- 
tricity to greet motorists entering Burnham, Illinois, 
recently won top honors in a nation-wide sign con- 
test. The sign was erected by Pepsi-Cola. Bottling 


Co. 


£ 


BURNHAM 





The sign won second prize in the National Reflec- 
torized Outdoor Sign Contest, sponsored by Min- 
nesota Mining and Manufacturing Co., St. Paul, 
Minn., makers of “Scotchlite” brand reflective sheet- 
ing. 

The prize of $300.00 went to the sign manufac- 
turer, Acme Sign Co., Gary, Ind. 

D. R. Swormstedt, chairman of the judging com- 
mittee and editor of Signs of the Times, National 
Journal of Advertising Displays, stated that “it was 
amazing to see how creatively color was used in 
styling the exceptionally original design of the 
sign.” 

The award was given for the most effective use 
of reflectorization in the sign’s design and message. 
The sign is made of “Scotchlite” reflecting sheeting 
which reflects automobile headlights up to 200 times 
brighter than white paint and keeps the sign selling 
both day and night. 

The smooth surface of the sign is visible in all 
weather and as easy to clean as a window pane. The 
reflective material contains a special “wide angle” 
property so that the entire message is brightly 
visible at night in full color, regardless of its angle 


from which it is seen. 


Clarence R. Avery 

The bottling and allied industries are mourning 
the death on Sept. 28 of Clarence Renshaw Avery, 
61-year-old Chattanooga industrialist wha for years 
had contributed widely to civic, religious and edu- 
cational work in Chattanooga and the surrounding 
area. Mr. Avery was secretary and production man- 
ager of Chattanooga Glass Co. and was cne of the 
most prominent bottling industry figures in the 
South. 

He had been in ill health for a year or more. He 
underwent surgery about a year ago and responded 
weil to treatment. But the ailment revived and had 
lingered on until his death. 

The Florida-born industrialist had been a resident 
of Chattanooga for the past 39 years. During that 
time he had occupied many places of responsibility 
in business, finance and industry. 

A native of Pensacola, Mr. Avery was born Oct. 
25, 1891, and was educated at the Pensacola Classical 
School, from which he was graduated in 1910. He 
then entered Washington and Lee University and 
studied there for a year. 

In 1919 he was retained as manager of the That- 
cher Medicine Co. and remained in the employ of 
that company until 1924. That year he became asso- 
ciated with the late Frank Harrison in the Chat- 
tanooga Glass Co. 

Mr. Avery’s rise in the glass manufacturing in- 
dustry was rapid. In 1925 he was named secretary 
and production manager of the glass company, the 
position he held at his death. 

Mr. Avery also was interested in a number of 
other industrial and commercial enterprises in Chat- 
tanooga. 

In civic work Mr. Avery took a prominent part 
in Community Chest campaigns and was especially 
interested in eradication of tuberculosis. He gave 
much of his time, energy and means to Pine Breeze 
Sanatorium and for years had been president of the 
association which raised funds for its operation. 
He also was a director of the C. E. Culpepper Foun- 
dation. 

During World War II Mr. Avery was instrumental 
in raising funds to entertain members of the armed 
forces and served as chairman of the Greater Chat- 
tanooga War Fund Board. He also was on the United 
Service Organizations board and has been a member 
of the American Legion for years. 

For many years Mr. Avery had been an active 
leader in the Chattanooga Rotary Club and at one 
time served as its president. 

Surviving Mr. Avery are his wife, Mrs. Elizabeth 
Lupton Avery; a son, Lupton Avery; daughter, Mrs. 
F. Duff, the former Miss Elizabeth Lupton Avery; 
four grandchildren, Lupton Avery Jr., Clarence R. 
Avery II, Frank Duff Jr. and Clarence Avery Duff. 
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We'll be on hand to give 
you a corking good re- 
ception and big welcome. 


William Andrews, Jr. 

John Beach 

H. F. Bixby 

Otis Brightwell 

Joseph Coghlin 

John A. Garland 

Fred K. Heyman 

Ralph Heyman 

Al Hoppe 

R. H. Illing 

Dewey Lackey 

Richard S. Moffitt 
J. W. "Bill" Pipes 
Mrs. J. W. Pipes 

M. A. Richards 

Max Riekes 

Louis Singer 

E. J. Sten 

Michael E. Stern 

Glenn A. Sweet 

J. W. Tonissen 

A. G. Torras 

R. Vincent Torras 
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We hope to see you at the 
A.B.C.B. Convention and Exposition 
in Chicago 

November 9-12. While you 
spend your day at the Big Show 
Consolidated Cork’s 

BOOTH 516 

will be manned by our full 

staff of executives and 

field representatives to discuss 
your crown problems 

with you — or you can just 
take it easy in our 


big space. 


Evenings, and without curfew, we'll 
hold OPEN HOUSE 

in the ASSEMBLY ROOM 

of the SHERMAN HOTEL. 

No business talk, no shop talk 
unless you want it. Come and meet 
the celebrities 

of stage, screen, TV and sports 
who will be there. 

Come and relax. 

Come and have a high time. 

Come formal 

or in any old outfit. But come. 


You'll be heartily Welcome. 


CONSOLIDAT ro ‘Cork 


4012 SECOND AVENUE 
BROOKLYN 32. NY 


PHONE STEM NG @ 3830 
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it's made With Red Seal. And if your customers 


want it a Bit more gingery, a little more colorful, 
lite warmer, there’s a Red Seal Extract 


hem exactly. 


or just a 







to please 
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we’ll be glad to send you samples 
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There’s No Waiting 
_all orders received 
before noon are ship- 





ped the same day. 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 


ESTABLISHED 1905 2526 BALDWIN ST. e ST. LOUIS 6, MO. 
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SUGAR FREE BEVERAGES 
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Bottlers! Visit Cott 
suite during the Chicago 


are the Largest-Selling 
Non-Fattening beverages wengens 


in America “It’s Coll ... be good” 


Visit Cott Headquarters — MORRISON HOTEL, November 9th to 12th 
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Convention. Get facts about 
valuable Cott franchises 
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The Future of Soft Drinks 
In The Cap-Sealed Can 


Requested to present the can manufacturer's 


viewpoint concerning the role of cans as a 
package for soft drinks, Mr. Buckley addressed 
a recent meeting of the Carbonated Beverage 
Institute. This article is a revision of his remarks, 
prepared for National Bottlers’ Gazette. 


by C. H. BUCKLEY 
Products Sales 
Manager, Beer and 
Carbonated Beverage 


Cans, Continental Can 
Co., Inc. 





4 wor fifteen years ago Cliquot Club Company 
first attempted to pack carbonated beverages in cans. 
Little did anyone realize that this method of packag- 
ing, which was unsuccessful at that time, would 
later prove to be one of the newest and most promis- 
ing developments of the present age of modern pack- 
aging. This first experiment failed because a con- 
tainer had not yet been perfected to hold a carbon- 
ated beverage for the long period of time which 
was needed by bottlers of soft drinks. 

In 1950, the same experiment was again tried by 
the Pepsi-Cola Company which, at that time, was 
under the leadership of Walter S. Mack, a hard-hit- 
ting, aggressive merchandiser, who was always seek- 
ing new methods of selling a weil-known and ac- 
cepted beverage. His plans were cut short, however, 
by metal shortages, and also by the economics of the 
soft drink industry, which at that time was still 
clinging hopelessly to a 5 cent per bottle retail sell- 
ing price. 

Today, Mr. 
Phoenix Industries, is once again packaging soft 
drinks in cans, but this time his efforts in this direc- 
tion seem to be successful. So much so in fact, that 


Mack, now President of National 


our company has had a very difficult task in pro- 
ducing enough of these special cans to satisfy this 
customer, who has made tremendous strides volume- 
wise since entering the metropolitan New York City 
market in May of this year. 

Because of our present limited capacity for this 
special can, it is questionable as to when we might 
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be able to supply a much larger quantity of cans 
than we are now producing. However, we are plan- 
ning on increasing our capacity and hope that 
enough cans will be in production before another 
beverage “season” is over. 

It is also very possible that within the next few 
months we will have a flat top can for still drinks 
and those beverages with a carbonation of less than 
three volumes, and a formulation less corrosive than 
gingerale, club soda or cola. This can would be very 
similar to our present flat top beer can, but would 
be sold on the basis that the supplier would not be 
required to give a guarantee as to shelf life or satis- 
factory performance. 

Although we have had confidence in the use of 
metal cans for soft drinks, not many thought that 
soft drinks in this new container would be so 
quickly accepted by the retailer and the ultimate 
consumer. 

It is very apparent now, I am certain, that an 
unknown line of soft drinks in three short summer 
months made a terrific impact in this market. In 
my opinion, this impact was caused by only one 
factor—the new method of packaging, the metal 
cap-sealed can. 

What are the chances of success this time in can- 
ning soft drinks? I think that they are very favor- 
able. There have been improvements in the technical 
aspects of the can such as better linings, stronger 
side-seam structure, and, of course, more knowledge 
as to the corrositivity of various drinks. In the very 
near future, there will undoubtedly be additional 
Our Research 
learning something new about the behavior of soft 


improvements. Division is always 
drinks in cans. As they are able to expand on this 
knowledge, they will be better able to produce a 
can which may be considerably better than the one 
used commercially today. 

Retail prices of most of the beverages in the 12 
oz. size today approach 10 cents per bottle, and in 
the 6 oz. size, 6 or 7 cents. The days of the 5 cent 
drink, in my opinion are gone forever. If this is 
true, then it now becomes possible to sell a case of 
beverages in cans for a price only slightly higher 
at the retail level than soft drinks sold in bottles, 
upon which there is still the traditional 2 cent 
deposit. The large chain stores and even the smaller 
independents seem to be satisfied to work on a lower 
profit margin because they no longer are bothered 
with the troublesome and costly problems of sorting 
and stocking empties. It has been estimated that 
the cost of this operation alone amounts to as high 
as 15 cents a case. 

The results of our own, as well as independent 
surveys, reveal two very important facts: 

1—-The stores, both chains and independents, in- 
dicate preference for drinks in cans as against soft 
drinks in bottles. They are “sold” on this new 
method of packaging and selling soft drinks. They 
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says 
COTT BOTTLING COMPANY, INC. 


of Manchester, 
New Hampshire 







“It’s to be good, 


applies to our labelin 
as well as our beverages,” 











On the Carbonated 
Beverage lines, 
sugar-free as well as 
regular beverages, 


this WORLD TANDEM 
LABELER provides the 


capacity — Tandems come in one, two, 

three, four, five or even six labeling 

units, to handle from 75 to over 350 per 
minute. Extra Tandem units are readily 
added as production expands. 
























The Tandem applies body labels, neck 
labels and foil if desired. Continuous 
bottling line production is assured 
for one Tandem unit may be 
shut-down while the others are 


stepped up to take the full load. 


















On the Syrup Line: 
this WORLD TURRET 


LABELER handles _bot- 


tles or jugs gently but firmly, 
without traffic with 
complete safety to the operator and 
the container, with minimum super- 










jams, 










vision, labor and maintenance. It 






does quality work for a quality line. 











Write for complete information, recommendations and estimates on the 
3 best Labeler in the WORLD for you. 


ECONOMIC MACHINERY COMPANY 













“WHAT 
FLAVOR 


MISTER?” 


Just name it and you'll get it! 
shipped quickly from House of 
Twitchell . . . home of over fifty 
quality extracts, 


And out of those fifty-some 
Twitchell flavors, we want to re- 
mind you of such special winter- 
profit producers as... 


QUININE TONIC FLAVOR 


. Cash in on the gin and tonic 
bandwagon and bottle this one 
it’s unsurpassed by any brand. 


CLUB SODA SOLUTION 
. with a carbonation fortifier. It 
costs less to make. allows greater 


profit per case. 


BLACK CHERRY 
a fruit extract with other 
natural flavors added — it doesn't 
require “imitation” label. 


7 LEMON 
. . Choice Messina lemons and 
premium West Indian limes blend 
to give the best in lemon flavor. 


22 DRY GINGER ALE 
a modern, delicious 2-oz. 
extract... a highest quality flavor 
it's bound to prove profitable! 
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S. | COMPANY 


» SS vye@rs OF sorvice te bottiers 


CRESTMONT AND HADDON AVES. @e CAMDEN 4, N. J. 








all feel that, this time, soft drinks in cans are here 
to stay. 

2—-The consumer seems to prefer soft drinks in 
cans especially in a metropolitan market where the 
problem of returning empty bottles is very difficult. 
Although “name brand” and quality of product are 
very important, in this case the consumer seems to 
single out convenience of the package as the chief 
reason for his first and subsequent purchases of a 
soft drink in cans. It is no longer considered a 
novelty item purchased by curiosity seekers. This 
fact is proven by the ever-increasing number of 
repeat sales, and the increasing penetration of 
canned soft drinks into the metropolitan areas of 
New York City, Philadelphia and Baltimore. 

The bottler using cans will have many economies 
both in the plant and in his method of distribution. 
The manufacturing is greatly simplified by not hav- 
ing to use a bottle sterilizer, the elimination of ware- 
housing, sorting and inspection of empty bottles 
and cases, bottle breakage both in the plant, and 
on the trucks, and finally, speed of operation of can 
line as against bottle line. Although every plant 
varies with every other in its cost of operation, the 
average savings in the plant should be approxi- 
mately 10 cents a case (this includes loss due to 
bottle and case breakage). The cost of distribution 
savings amount to about 20 cents a case when com- 
pared with a store-door delivery operation. At the 
present time, Cantrell and Cockrane sell their prod- 
uct F.O.B. their plant through food wholesalers, dis- 
tributors, and chain store warehouses. If delivered 


. in truckload quantities to any one of the above men- 


tioned groups there is a small additional charge for 
freight and handling. A bottler selling a 12 oz. prod- 
uct for $1.20 per case or a 6 oz. product for 96 
cents a case does not have a net profit margin equal 
to that of the company selling a case for a price of 
$1.90, even though the initial cost of the cans and 
cartons alone is approximately 90 cents a case. 

The method of distribution used by soft drink 
companies today is the same as it was 50 years ago 
when “‘tonic” or seltzer water was delivered by the 
horse and wagon. Today, bottlers use trucks in place 
of horses, but the delivery man must still spend better 
than 50° of his working day picking up and sorting 
empty bottles and cases. Now, with the advent of 
cans, this costly method of distribution can be sim- 
plified so that in the same working day the routeman 
is able to sell almost twice as many accounts, and 
his delivery “pay load” to these accounts is consider- 
ably higher than what he could have sold in return- 
able bottles and wooden cases. All the bottler’s man- 
ufacturing methods have been modernized, but his 
method of distribution is still very antiquated and 
old fashioned. 

The deposit system for returnable bottles is no 
longer a successful method of helping the bottler get 
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It's A Tough Fight, Ma, And It Ain't Over Yet! 


D ENTISTS are opening mouths, not of patients, 


but their own: not to drill teeth but to deprecate 
and denounce any and all products containing sugar. 
with special attention to soft drinks and candy. 
The reason, is of course. the still-obscure cause of 
dental caries, which a group of dentists (they are 
not all in this camp) have decided is sugar. al- 
though neither their own studies nor the literature 
on the subject scientifically supports this view. 

We cant speak for candy, because we don't 
know enough about the product or what the candy 
business is doing about this matter. But with soft 
drinks. we are on firm ground in categorically re- 
jecting the unfounded allegations of the dentists. 
and to protest vigorously the employment of thei 
professional status to defame unjustly a good, Amer- 
ican product before it has been “convicted” by 
adequate scientific investigation. 

For instance. in the “Survey of the Literature 
of Dental Caries” prepared for the Food and Nu- 
trition Board, National Research Council (1952) 
this appears: 

“It is not known whether there is a_ relation 
between the sugar and refined carbohydrate content 
of an adequate diet and the dental caries suscepti 
bility. In any study of the relation of carbohy 
drates to dental caries activity. the adequacy of the 
diet in question must be guaranteed. This has not 
been done in a large number of experiments. . 

Also from the same book. which is acknowledged 
as completely authoritative and unbiased: 

“Thus in order to determine for example, the 
influence of diet on caries incidence. it is necessary 
to control all other variables. internal and external. 
and to know the genetic constitution of the subjec Is 
observed and experimented upon. Otherwise, there 
is no certainty tn the identification and isolation of} 
facts resulting from alteration in the diet.” 

The italics are ours. to emphasize the facts. I 
makes the resolution passed by the ADA House of 
Delegates. at its convention in Cleveland early this 
month, which received widespread newspaper atten 


tion, a perfect example of “sound and fury.” 


The resolution? * recommended that the sal 
of sweetened) drinks and candy be banned in 
schools i The delegates. who repre sent some 70.000 


dentists, also urged that consumption of sugar prod- 
ucts be voluntarily restricted on the basis that “‘con- 
vincing evidence has been accumulated over many 
years concerning the hazards to dental health re- 
sulting from the consumption of sugar.” 

This attitude does not conform with the obser- 
vations quoted from the National Research Council 
book. Neither does the simultaneous attack upon 
the advertising campaign conducted by A.B.C.B., 
made by the “Journal” of the ADA, which accused 
bottlers of “unethical tactics” and commented at 
length on a report by the Council on Dental Health 
“that a significant relationship between sweets and 
dental decay had been firmly established by scien- 
tifie research.” 

What research? Why isn’t it included in the NRC 
hook, issued only last year? Why do the conclu- 
sions of the NRC Survey differ so markedly from 
this convention bombast? 

Is the A.B.C.B. campaign, based on scientific re- 
search certainly as valid in premise and conducted 
by men equally eminent and qualified as those 
sponsored by the dentists, influencing the American 
public better than anticipated? Or is there another, 
hidden reason for this degree of clamor? 

The issue is far more vital to bottlers than it 
is to the dentists. They are serious adversaries be- 
cause of their professional status and close associa 
tion with the public. They can and do attack other 
things, as they did this month. They officially sneered 
at the “miracle ingredients” of currently purveyed 
dentifrices as practically useless, and called for 
simple oral hygiene after each meal. This makes 
sense, but not so the proposal to stop using sugal 
containing food produc ts. parti ularly since the case 
against them is far from established. To do so would 
mean to stop eating altogether, a prospect we re 
sure is an displeasing to the dentists as it is to the 
bottlers. 

The severity of the attack calls for more than a 
militant defense. It merits strengthening our own 
counter-offensive. 

This is one case where we dont subseribe to the 
biblical admonition of “turning the other cheek.” 


Some dentist might find a whole string of cavities 


in both of them! 
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Ue or in many years has there been so much in- 
terest and discussion provoked in an industry de- 
velopment as is now being generally manifested in 
the canning of soft drinks. Since early this year, 
when N.B.G. first reported on the big-splash intro- 
duction of a full line of carbonated beverages in 
cone-topped, crowned cans in the New York market 
by Walter S. Mack, Cantrell & Cochrane Corpora- 
tion, bottlers and parent companies, and the 
supply trades, have been asking themselves, “What 
about this?” 

Further investigation revealed only one soft drink 
bottling plant in the entire country with reliable 
experience in the production and sale of canned soft 
drinks, running concurrently with a standard bot- 
tling operation (Can-A-Pop in Sheridan, Wyoming, 
is an unusual case since it is a combined soft drink- 








brewery operation). That plant is the Pepsi-Cola 
Bottling Co., Alton, Ill, operated by Gust Maggos, 
who had the distinction of being the only franchise 
bottler to continue the parent company experiment 
with Pepsi-Cola in cans when it was attempted in 
1950 under Mr. Mack’s regime. 

This unique operation has been mentioned in 
previous issues of the N.B.G., but in view of the 
intense interest shown in this “pilot” operation, 
N.B.G. has obtained this exclusive and complete re- 
port from Nick Magyos, who is closely associated 
with his father in the business. 

Here is the story in Mr. Maggos’ own words: 

“Our canning operation was initiated approxi- 
mately four years ago. At that time, Gust Maggos, 
president and owner of this company believed that 
canned soft drinks had great possibilities for addi- 
tional profits. This conclusion was based, in part, on 
a study of the beer industry’s success with the can. 
He believed that many of the incentives for putting 
beer in cans were incentives for doing the same with 


National attention focused on the only standard 
bottling plant in the country with four years 
experience in canned soft drinks . . . N.B.G. 
obtains exclusive report and appraisal of this key 


operation. 


The canning line at the Pepsi plant has little to distinguish 
it from the standard bottling line. Metal box on legs (right 
center) is can rinser, fits over the can conveyor line. 


a soft drink. The can has many positive features, 
among them: 

1. It cools more quickly than the bottle. 

2. It eliminates the loss and danger that comes 


from broken glass. 





Can filling and crowning is done by 34-spout Meyer 
pre-mix unit. 
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returning an empty container to the retailer by the 
customer. 

“Mr. Maggos did not believe at the beginning, nor 
does he now, that the can would eventually take the 
place of the glass bottle. Instead, he believed that 
the can would give soft drinks access to sales never 
before possible. These sales would be extras in ad- 
dition to the regular bottle sales. Experience thus 
far has proven this to be correct. 

“Accordingly, working in conjunction with rep- 
resentatives of the parent Pepsi-Cola Company, Mr. 
Maggos made the necessary steps and arrangements 
to enter the canning field. 

“A Meyer Pre-Mix 34 spout machine is used. The 
Continental Can Company of St. Louis, Missouri 
handles the manufacture of the cans. The cone top 
12 oz. can and 48 can cardboard case is used. Our 
price to the retailer is $3.60 per case. He sells it at 
10c¢ a can. 

“Our sales at the introduction to the market of 
Pepsi-Cola in cans were very encouraging but before 
sales promotion could go into full swing, the Korean 
War broke out. There was, as a result, a limit on the 
number of cans for our use. Sales were therefore 
reduced to the number of cans available. This is no 
longer true. Again we are able to push the can. Sales 
have been increasing at a steady pace. There even 
seems to be a greater market for cans now than 
before the Korean War. Mr. Maggos believes the 
future of the canned soft-drink is an extremely 
bright one. It’s a challenge to the bottler’s imagina- 
tion but a fresh opportunity for new and greater 
profits. 

“After four years here are some facts and con- 
clusions on the can: 

1. The canning operation has given us no particu- 
lar production problem; even less than with bottle 
production. Canning has not interfered in any way 
with our regular bottling operation. (We bottle 12 
oz. and 8 oz. Pepsi-Cola. ) 


2. The retailer reaction is very favorable. Cans 








Military personnel are big users of the canned Pepsi. 
Note the cans next to the cash register in the Post Ex- 
change truck in the field at Fort Leonard Wood, Mo. 
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3. It eliminates the deposit and the necessity of 









































You can 


feel why... 


this crown reduces dust 





Run your thumb over the underside of an Arm- 
strong Crown. That burr-free surface will tell you 
faster than anything we could say why these 


crowns virtually end your dust’ problems. 


There’s just no burr there to scratch other crown 
decorations or cause abrasion in chutes. Actual 
performance tests show that “Hi-Speed” Crowns 
many times reduce by 50°%, and more the amount 
of dust you would ordinarily expect to get from 
your crowning operation. 

Of course, that burr-free underside also means 
they feed faster and position more easily so you 
get fewer skips and hang-ups. 

Next time you order, try Armstrong's “Hi-Speed” 
Crowns. Test them on your own lines and check 
their smooth, trouble-free performance. 
Armstrong Cork Co., Glass and Closure 
Division, 5510 Coral St., Lancaster 





Penna. 





Armstrong’s Hi-Speed Crowns | 


Western Representative: 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 
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Fashion is tor the Slender 


ODAY’S stylists are doing wonders for the looks of mod- 
< Sm woman. But give some credit, too, to the woman 
herself. For the modern figure is her own creation. 

Her greatest care and pride is to keep that figure young. 
Her taste, therefore, is for lighter foods and lighte: 
beverages. 

As good for her health as for her looks, this is the way of 
living that gives her the slender lines that fashion insists on, 
that men admire, that health authorities and insurance 
companies applaud. 

This is the modern trend with which Pepsi-Cola, too, has 


Pepsi-Cola refreshes without Fi ing 


steadily kept pace. That's why today’s Pepsi is light, dry, 
(not sweet), reduced in calories—and more popular than 
ever! 

It is the modern, the light refreshment. made for modern 
taste. Pepsi-Cola refreshes with- 
out filling. 

Enjoy it in the familiar econ- 
omy bottle that serves two people. 
or in the smaller, single -drink 
size, just right for one. 


Have a Pepsi. 








provide a means of saving floor space and the labor 
required to attend to empties. 

5. As we expected, sales in rural areas were es- 
pecially good. Hunters, fishermen, vacationists and 
others involved in outside activities like the can very 
much. 

4. Retailers report an increasing trend for cus- 
tomers to buy canned drinks by the case. 

5. Factories are very susceptible to the can idea. 
They especially like the idea of the elimination of 
the hazard from broken glass. As a matter of fact, 
cans, in many cases, were our only means of enter- 
ing certain industrial plants. Under such circum- 
stances, we have found ourselves without competi- 
tion. 

6. We have also used vending machines as a means 
of obtaining can sales. This has entailed consider- 
able alterations to the vending machine, for vending 
machines for cans are not readily available. These 
have been placed largely in factories and locations 
where there is a great flow of people. In some loca- 
tions where a bottle vending machine is not practi- 
cal because of the loss in bottles, the can vending 
machine has provided the answer. 

7. Service stations are especially good outlets for 
cans. Many service stations have shown enormous 
sales. 

8. Can sales have not affected our bottle sales. Our 
bottle sales are increasing right along with can sales. 

“Here are a few interesting side-lights: 

“We have mailed cases of cans to soldiers in Korea. 
One wife wrote us telling us how much her husband 
enjoyed them and how his friends were desirous of 
obtaining some. 

“Through arrangements with the local bottler, we 
are shipping enormous quantities of cans to Fort 
Leonard Wood, Missouri. The cans are sold to the 
soldiers in training in the field from Post Exchange 
trucks. Bottles are not allowed in the field, there- 
fore Pepsi-Cola is without competition from other 
soft drinks!” 





Because it is a one-trip package, a new supply of cans 
is required for each day's production. Cans are stored in 
cartons, stacked on pallets. 
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FUTURE OF THE CROWN-SEALED CAN 
(Continued from Page 10) 





his bottles back to the plant, because his deposit 
figure of 2 cents is not enough of an incentive to 
induce the consumer to return the bottles. At one 
time 2 cents just about covered the cost of a bottle: 
today it is about one-third of the cost of a bottle. 
Bottlers’ losses in bottles and cases are increasing 
each year on a per case basis. Cap-sealed soft drink 
cans would completely eliminate this operating ex- 
pense which, as bottlers are aware, has reached as 
high as 8 cents per case in some operations. 

The bottler no longer needs to have thousands of 
dollars tied up in empty bottles and cases which 
are of no value to anyone but him. If he uses metal 
cans, he eliminates this investment which increases 
steadily every year. Instead of having empty bottles 
and cases in cellars, abandoned buildings, open lots 
and even city dumps, he will have cash in the bank. 

We see, in the can package, a great future for 
both franchise drinks and independent lines. Of 
course, independent bottlers’ operations are flexible, 
and they can change their methods of packaging 
and distribution at will. They could move quickly 
in order to make this conversion to cap-sealed cans. 

From the experience we have already had we 
shall be in a position to service and advise them in 
such an undertaking. 

Our customer Research, Sales and Engineering 
Divisions will all gladly cooperate with bottlers to 
the fullest extent in setting up a new canning line 
or the conversion of their present bottle filler so 
that the line can operate intermittently with both 
bottles and cases. The cost of this conversion will 
vary with the size of equipment, but our best esti- 
mate is that it could not exceed $10,000 even for a 
large operation. 

How does this soft drink can differ from the 
present flat top beer can? First of all, it possesses 
a wax lining which is put on the inside of the can 
after it has been completely fabricated. This, of 
course, lessens the tendency to corrosion and subse- 
quent perforation in the area of the can where a 
scratch on the enamel might have occurred in the 
manufacturing process. Secondly, the cap-sealed 
beverage can is built to withstand higher CO, pres- 
sure than the present flat top beer can in which 
you have a much weaker side seam structure than 
the one presently used in our cap-sealed can. The 
average carbonation of beer is about 2.7 volumes, 
but the average for soft drinks is about 3.5 volumes. 
In our opinion, there is no comparison between these 
two cans from the standpoint of resistance to in- 
ternal pressure and also corrosiveness of highly 
acidic liquids. The cap-sealed can for soft drinks 
will probably continue to be improved 

The carbonated beverage market is not a limited 
market. Everyone either drinks soft drinks or is a 


potential customer for them. The same is not true 
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VincintADARE GINGER ALES 


Let Ginger Ale carry the ball for you in the 
Fall! With party time approaching, Ginger Ale 
comes into its own and can produce real volume 
if the Ginger Ale you're selling is the best. 
Make your Ginger Ale Virginia Dare... it can 
make the difference in sales! 


Virginia Dare Ginger Ale *100 

the Franchise Ginger Ale 

The vintage Ginger Ale with the mellow rounded 
flavor that smacks of real Jamaica ginger. Aged 
in the wood for uniformity and flavor—blended 
for taste, Virginia Dare #100 has helped many 
a bottler make the sales on Ginger Ales. 


Vines Dare 


Bush Terminal Bldg. No. 10, Brooklyn 32, N. Y. 


Virginia Dare Ginger Ale *88 

The Ginger Ale with a bit of a bite! True to the 
tradition of Virginia Dare quality. Wherever 
your market—Virginia Dare has a Ginger Ale 
for your needs. 


Virginia Dare Ginger Ale *50 

New — and already lining up friends every- 
where! An excellent well rounded Ginger Ale 
flavor that is catching on wherever introduced. 
Another proud member of the Virginia Dare 
family of fine flavors! 


VISIT VIRGINIA DARE AT THE 
ABCB SHOW — BOOTH 440 


EXTRACT CO., INC., 


ee gl 
INTERNATIONAL SOFT DRINK 


INDUSTRY EXPOSITION 
CMC ANE GO) 
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becomes merely a ghost of its former self. 


Without sugar, it is no longer a source of quick energy—no longer so refreshing: 
with diminished ‘body’ 


Without sugar, it is likely to be thin and watery 


and texture. Without sugar, taste is jeopardized 
the full, rich, thirst-satisfying flavor is no longer the same. 
Without sugar the beverage is robbed of virtually all its food value. 


Yes, sugar is still flavor’s best friend and your best 


bet for safeguarding the quality that builds sales. 


For an informative, up-to-the-minute report 


on the relative merits of sugar and non-nutritive 


sweeteners in carbonated beverages, 
write Dept. L-2. 


*Sucrose: Cane and beet sugar. 


VISIT US AT BOOTHS 911-913 
INTERNATIONAL SOFT DRINK INDUSTRY EXPOSITION 


By eliminating sugar* from carbonated beverages 


the character of the product is so completely changed that it 


INFORMATION 








for the beer market which is composed chiefly of 


adult beer drinkers who are able to open and drink 
from a flat top can without too much difficulty. A 
large part of the soft drink market is made up of 
younger children who will find it very difficult to 
puncture the flat top can and then drink from it 
without spilling the contents. This fact has already 
been proven by actual test. Children like to drink 
direct from a bottle and it is natural to assume 
that they will wish to do the same from a cap-sealed 
can. 

In summation I would like to state that the cap- 
sealed can has been so readily accepted by the con- 
sumer, and the retailer, for the following reasons: 

1—-No deposit—easy to throw away. 
2—-Cools quicker in the refrigerator. 
3—Cleaner to drink from than a washed bottle 

which is constantly reused. 
4—-Eliminates storage of empty bottles in cellar 
or kitchen already crowded to capacity. 
5—-No danger of bottle explosions or cuts from 
chipped bottle necks. 

6—Occupies much less storage space in the home. 

7—Weighs much less than bottle but is sturdier 
and easier to handle. 

%—Bottle sorting and refunding by retailers are 
no longer necessary, which saves him about 15 
cents a Case. 

9—No money tied up by the retailer for bottles 
and cases. 

10—Elimination of empty bottles gives more stor- 
age capacity and a cleaner and more orderly 
stock room. 

11—-No losses are suffered by the retailer from 
broken or chipped bottles. 

12—-Takes up less space on retailers’ shelves and 
because of light weight it is much easier to 
handle by the retailer and the ultimate con- 
sumer. 

The changes in this field have been many in the 
past twenty years, and if we analyze these develop- 
ments, we will always find that the consumer and 
the retailer are only interested in one simple factor. 
It is simplicity and convenience of use. Good exam- 
ples are concentrated juices, frozen vegetables, one 
minute cereals, ready-mix cakes, packaged meats 
and complete frozen dinners. If ii is easier to use, 
people will gladly pay the price. Carbonated bever- 
ages in cans are now comparable, in price, to bever- 
ages in bottles (only slightly higher in some cases), 
and they certainly are more convenient to use. No 
one should be surprised, then, if carbonated bever- 
ages in cans becomes a successful new method of 
packaging which will radically change the mode of 
operation of the members of the beverage industry. 
Perhaps it will even change the industry itself for 


the betterment of everyone connected with it today. 
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TO PROVIDE A FORUM FOR 
DISCUSSION OF INDUSTRY PROBLEMS, 
TO DISPLAY WHAT IS NEW IN 

SOFT DRINK EQUIPMENT 

MACHINERY AND SUPPLIES, TO 
DEMONSTRATE THEIR APPLICATION TO 
MODERN BOTTLING PLANTS IN THE 
PRODUCTION OF BETTER QUALITY 
BEVERAGES AT LOWER COSTS—THIS IS 
THE NATIONAL CONVENTION- 
EXPOSITION AT CHICAGO, ILL. 


he 


ANNUAL A. B. C. B. 


CONVENTION-EXPOSITION 


7B 3.08. 35th annual Convention-Exposition, in 
Chicago, November 9 to 12, has something worth- 
while to offer every bottler in the country. In fact, 
all bottlers are invited to participate in the giant 
yathering, whether members of the association or 
not. They are privileged to bring their key em- 
ployees so that they too may participate in the pro 
ceedings and obtain the benefits of the fast-paced, 
well planned meeting 

With it goes the opportunity to inspect the giant 
Exposition, in which two hundred allied firms are 
participating. Amid attractive surroundings, these 
companies will show their equipment, supplies and 


services, Which are essential to the operation of a 


(Continued on Page 18) 
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The Forum 
Sessions 


“Current Problems” Panel Members: 


William J. Williams, Canada Dry Ginger Ale, 
Inc., New York, New York; Harold Corwin, 
Pepsi-Cola Bottling Company, Vancouver, Wash- 
ington; John L. Firmage, Nehi Beverage Com- 
pany, Salt Lake City, Utah; Harry L. Robinson, 
Hygeia Coca-Cola Bottling Co., Pensacola, Flor- 
ida; L. O. Graf, John Graf Company, Milwaukee, 
Wisconsin; John W. Davis, Dr. Pepper Bottling 
Co., Roanoke, Va.; George Culley, California 
Manufacturers of Carbonated Beverages, Alham- 
bra, California; Edward Wagner, W. T. Wagner’s 
Sons Company, Cincinnati, Ohio; Abe Lapides, 
Pepsi-Cola Bottling Company, Baltimore, Mary- 
land; and Thomas E, Mills, Coca-Cola Bottling 
Company, Black River Falls, Wisconsin. 


Handling the “Problems Confronting Sales 
Managers” are: 

Members of the panel are: Asa L. Day, Presi- 
dent, Keystone Coca-Cola Bottling Company, 
Wilkes-Barre, Pa.; A. B. Hatcher, President, Top 
Rock Bottling Co., Charleston, West Virginia; 
Julius Darsky, President, Golden Age Beverage 
Co., Akron, Ohio; Roy T. Smalley, General Man- 
ager, Tipton Seven-Up Plants, Washington, D. C.; 
Chester C. Bond, Promotion Manager, B-1 Bever- 
age Co., St. Louis, Missouri; Hugh McKellar, 
Sales Promotion Manager, The Squirt Company, 
Beverly Hills, California; L. C. Crook, Vice Presi- 
dent, Whistle & Vess Beverages, Inc., St. 
Missouri; and John T. Hunsaker, Vice President, 


Louis, 


Nesbitt’s Fruit Products, Inc., Los Angeles, Cali 
fornia. 


Experts On Production Serving on the Panel: 

Moderator for the Panel will be Edward Wag- 
ner, W. T. Wagner’s Sons Co., Cincinnati. Those 
participating in the program will be Dr. William 
C. Cooper, Chief Chemist, Geo. J. Meyer Manu- 
facturing Company, Cudahy, Wisconsin; Stephen 
J. Gullo, Vice Pres., Product Control Department, 
Pepsi-Cola Company, New York City; Dr. John 
M. Sharf, Chief of Closure Research, Armstrong 
Cork Co., Sloan, Jr., 
Director, Control Division, The Charles E. Hires 
Dr. Julian H. Tou 


louse, Chief Engineer, Quality and Specifications 


Lancaster, Pa.; David L. 
Company, Philadelphia, Pa.; 
Department, Owens-Illinois Glass Company, To- 


ledo, Ohio; and A. 
Crush Company, Chicago, Illinois, 


S. Vanderstempel, Orange 
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Monday, November 9 


REGISTRATION — International Amphitheatre, 9:00 

A.M. to 6:00 P.M. daily. Registration of A.B.C.B. mem- 

bers, delegates, visiting bottlers, and guests. A.B.C.B. 

members may register their wives for the special Ladies’ 

Entertainment events. 

9:00 A.M.— BREAKFAST AND ANNUAL STATE 
ASSOCIATION CONFERENCE (Presidents and 
Secretaries)—Hotel Sherman. R. A. Jolley, Orange- 
burg, South Carolina, Chairman. 


12:00 noon — GRAND OPENING OF A.B.C.B. IN- 
TERNATIONAL SOFT DRINK INDUSTRY EX- 
POSITION — International Amphitheatre. Entrance 
to the Exposition restricted to those identified by 
badges secured when registering. 


2:30 P.M.— MEETING OF A.B.C.B. EXECUTIVE 
BOARD—Hotel Sherman. 


6:00 P.M.—Exposition closed for the day. 


EVENING 


This evening set aside for meetings and entertainment 
events by exhibitors and other industry groups. 


Tuesday, November 10 


10: A.M.—Color Film Presentation. A.B.C.B. Meeting 
Room, South Hall, International Amphitheatre. 


10:30 A.M. — OPENING OF THE 35th ANNUAL 
A.B.C.B. CONVENTION—A.B.C.B. Meeting Room, 
South Hall, International Amphitheatre. 

Singing of the “Star Spangled Banner.” 

Call to Order—President E. Robert Anderson, pre- 
siding. 

Invocation. 

Roll Call. 

Report of the President—E. Robert Anderson, Roches- 
ter, N. Y. , 

Report of the Treasurer — Joseph LaPides, Balti- 
more, Md. 

Report of the Secretary—John J. Riley, Washington, 
ag 

Appointment of Convention Committees. 

Recognition of International Guests. 

ADDRESS: The Hon. Everett M. Dirksen, United 
States Senator, Illinois. 

Report of the National Legislative Committee—James 
Vernor, Detroit, Mich., Chairman. 

ADDRESS: “YOUR ASSOCIATION—IT’S VALU- 
ABLE”—Ivan A. Nielson, Managing Partner, Nehi 
Beverage Co., Los Angeles, Calif. 

Report of the Technical Services Committee—Joseph 
F. Nerney, Attleboro, Mass., Chairman, 

Awardirg of Attendance Prize—$100 Defense Bond. 





1:00 P.M.—OPENING OF A.B.C.B. INTERNATION- 
AL SOFT DRINK INDUSTRY EXPOSITION— 
International Amphitheatre. 


SPECIAL MEETING 


Meeting Room—Stock Yards Inn—Entrance from North 
Hall, International Amphitheatre 


Presiding — Joseph Nerney, Attleboro, Massachusetts, 
Chairman, Technical Services Committee 


2:00 P.M.—Discussion—‘“Profit Planning—A New Tool 
and What It Can Mean for Management”—James E. 
Bennett,, Controller, DuQuoin Coca-Cola Bottling Co., 
DuQuoin, Il. 


2:45 P.M. — Panel Discussion — “PRODUCTION 
PROBLEMS,” Edward Wagner, Moderator. 


The Panel: Dr. W. C. Cooper, Geo. J. Meyer Manu- 
facturing Co.; S. Gullo, Pepsi-Cola Co., New York, 
N. Y.; Dr. J. M. Sharf, Armstrong Cork Co., Lan- 
caster, Pa.; D. L. Sloan, Jr., The Charles E. Hires 
Co., Philadelphia, Pa.; Dr. J. H. Toulouse, Owens- 
Illinois Glass Co., Toledo, Ohio; A. S. Vander- 
stempel, Orange-Crush Co., Chicago, Illinois. 


6:00 P.M.—Exposition closed for the day. 


7:00 P.M.— Dinner Meeting of A.B.C.B. Executive 
Board—Hotel Sherman. 


7:00 P.M.—Meeting of the Nominating Committee. 


9:00 P.M. — A.B.C.B. ENTERTAINMENT AND 
BALL—Grand Ball Room, Hotel Sherman. An infor- 
mal get-acquainted party for bottlers, exhibitors, 
guests and ladies. Admission by Convention Badge. 
Dress optional. Entertainment program will begin at 
9:00 P.M., followed by dancing. 


Wednesday, November I1 


10:00 A.M.—Color Film Presentation—“I AM GLASS” 
—courtesy, Liberty Glass Company and “THE 
STORY OF PACKAGING” — courtesy Continental 
Can Company, New York, New York. A.B.C.B. Meet- 
ing Room, South Hall. 


10:30 A.M.—ANNUAL CONVENTION (Second Ses- 
sion) —A.B.C.B. Meeting Room, South Hall. 
Report of Research and Public Relations Committee— 
Thomas Moore, Minneapolis, Minnesota, Chairman. 
11:00 A.LM.—Armistice Day Observance. 
11:05 A.LM.—ADDRESS: H. B. Nicholson, President, 
The Coca-Cola Co., Atlanta, Ga. 


Report of the Membership Committee—E, A. Bostrom, 
Grand Forks, North Dakota, Chairman. 
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11:45 A.M.— Panel Discussion —‘“CURRENT PROB- 

LEMS.” 

Panel Members: Wm. J. Williams, Canada Dry Gin- 
ger Ale, Inc., New York; Harold Corwin, Pepsi- 
Cola Bottling Co., Vancouver, Washington; J. L. 
Firmage, Nehi Beverage Co., Salt Lake City, Utah; 
J. L. Robinson, Hygeia Coca-Cola Bottling Co., 
Pensacola, Fla.; L. O. Graf, John Graf Co., Mil- 
waukee, Wisc.; J. W. Davis, Dr. Pepper Bottling 
Co., Roanoke, Va.; Geo. Culley, California Manu- 
facturers of Carbonated Beverages, Alhambra, 
Calif.; E. W. Wagner, W. T. Wagner's Sons Co., 
Cincinnati, Ohio; Abe Lapides, Pepsi-Cola Bottling 
Co., Baltimore, Md.; Thomas E. Mills, Coca-Cola 
Bottling Co., Black River Falls, Wisc. 

Applications for Membership. 

Unfinished Business. 

Awarding of Attendance Prize—$100 Defense Bond. 


AFTERNOON 
1:00 P.M.— OPENING OF A.B.C.B. INTERNA- 
TIONAL SOFT DRINK INDUSTRY EXPOSI- 
TION—International Amphitheatre. 
Special Meeting 
Meeting Room — Stockyards Inn — Entrance from 
North Hall, International Amphitheatre. 
Presiding—Joseph F. Nerney, Attleboro, Massachu- 
setts, Chairman, Technical Services Committee. 

2:00 P.M.—Discussion—‘CASE HISTORIES OF PIT- 
FALLS IN PRODUCTION,” by J. Albert, Chief 
Chemist, Mason’s Root Beer Co., Chicago, Illinois. 
2:30 P.M. — Discussion —““WHAT’S NEW IN BOT- 
TLE BRUSHES & RINSE SPINDLES,” by H. 
Volckening, President, Volckening, Inc., Brooklyn, 
New York. 

3:00 P.M. — Discussion — “THE USE OF INSECTI- 
CIDES IN BOTTLING PLANTS,” by Dr. Sidney 
Mittler, Biochemistry Section, Armour Research 
Foundation, Illinois Institute of Technology, Chicago, 
Illinois. 
3:30 P.M. — Discussion—‘WHY ‘BOTTLERS’ SUG- 
AR,” by Dr. B. C. Cole, Technical Director, Seven-Up 
Company, St. Louis, Mo. 
6:00 P.M.—Exposition closed for the day. 
6:30 P.M.—Meeting of Resolutions Committee. 

This evening is set aside for dinners and 
meetings of Exhibitors. 


Thursday, November 12 


10:00 A.M.—Color Film Presentation. A.B.C.B. Meeting 
Room, South Hall. 
10:30 A.M.— ANNUAL CONVENTION (Third Ses- 
sion)—A.B.C.B. Meeting Room, South Hall. 
Report of Sales Promotion Committee—A. B. Hatcher, 
Charleston, West Virginia, Chairman. 
ADDRESS: “MAKE NO LITTLE PLANS’”—Wm. 
E. Mankin, Public Relations Director, The Grapette 
Co., Camden, Ark. 
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Report of Special Sugar Committee—Wilbur H. Glenn, 
Columbus, Georgia, Chairman. 

ADDRESS: “WHAT'S OLD” — William H. (Bill) 
Gove, Sales Development Manager, Minnesota Min- 
ing and Manufacturing Company, St. Paul, Minne- 
sota. 

New Business. 

Report of the Resolutions Committee. 

Report of the Nominating Committee. 

Election and Installation of Officers. 

General Discussion for Good of Association. 

Awarding of Attendance Prize—$100 Defense Bond. 

Adjournment. 

1:00 P.M. — OPENING OF A.B.C.B. INTERNA- 

TIONAL SOFT DRINK INDUSTRY EXPOSI- 

TION—International Amphitheatre. 

SPECIAL MEETING 
Meeting Room—Stockyards Inn 

2:00 P.M.—Film Presentation—*PROPER METHODS 
OF FLOOR CARE” —courtesy National Sanitary 
Supply Association, Chicago, Illinois and “SAFE AS 
YOU MAKE IT”’—courtesy National Safety Council, 
Chicago, Illinois. 

2:30 P.M.— Panel Discussion — “PROBLEMS CON- 
FRONTING SALES MANAGERS OF SOFT 
DRINK BOTTLING PLANTS.” 

Panel Members: Asa L. Day, President, Keystone 
Coca-Cola Bottling Co., Wilkes Barre, Pa.; A. B. 
Hatcher, President, Top Rock Bottling Co., Charles- 
ton, W. Va.; Julius Darsky, President, Golden Age 
Beverage Co., Akron, Ohio; Roy T. Smalley, Gen- 
eral Manager, Tipton Seven-Up Plants, Washington, 
D. C.; Chester C. Bond, Promotion Manager, B-1 
Beverage Co., St. Louis, Mo.; Hugh McKellar, Sales 
Promotion Manager, The Squirt Co., Beverly Hills, 
Calif.; L. C. Crook, Vice President, Whistle & Vess 
Beverages, Inc., St. Louis, Mo.; John T. Hunsaker, 
Vice President, Nesbitt’s Fruit Products, Inc., Los 
Angeles, California. 

(Session will adjourn at 4:00 P.M.) 

6:00 P.M.—Final Closing of A.B.C.B. International Soft 
Drink Industry Exposition. 

7:30 P.M.—A.B.C.B. DINNER AND ENTERTAIN- 
MENT—Ball Room, Hotel Sherman. An evening of 
good food and fine entertainment. Seating by advance 
reservation only. Tickets $7.50 per place. 
EXECUTIVE BOARD MEETING—The regular 

post-Convention meeting of the A.B.C.B. Executive 

Board will convene at 9:00 A.M., on Friday, November 

13, Hotel Sherman, Chicago, Illinois. 


Daily Defense Bond Award 

One $100 Defense Bond will be awarded at the 
(close of each morning session to the registered 
A.B.C.B. Member holding the winning ticket, if he 
is present at the time of the drawing. Ticket stubs 
must be deposited before 10:30 A.M. in box provided 
(in A.B.C.B. Meeting Room, South Hall, International 
Amphitheatre. 
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Ladies 
Entertainment 
Program 


© rentan MENT events of particular interest to 
Feminine Conventioneers—-several of them “for 


women only’”—-have been planned by the A.B.C.B. 


Convention-Exposition Committee. 


— 
— 


Tuesday, November 10 


3.30 P.M..-SURPRISE FASHION SHOW AND 


TEA—Carson, Pirie, Scott and Company (Ad- 
mission by Registration-Entertainment Ticket) 


00 P.M.—-A.B.C.B. ENTERTAINMENT AND 


DANCE Grand Ball Room, Hotel Sherman 


(Admission by Convention Badge ) 


Wednesday, November 11 


:00 P.M. SIGHT-SEEING TOUR for the 


Ladies—-Buses will leave the Hotel Sherman 


promptly at 1:00 P.M. for a three-hour tour of 


many of Chicago’s interesting sections, In- 
cluded will be portions of the North Shore area, 
Lake Shore Drive, Historic South Side, and a 
stop at the University of Chicago where the 
Chapel Carillon will play. On the return trip to 
downtown Chicago, buses will stop at the Inter- 
national Amphitheatre, where those who wish 
may disembark. 

(Admission by Registration-Entertainment 
Ticket ) 


Thursday, November 12 


12:30 P.M.-A.B.C.B, LADIES’ LUNCHEON 


Saddle and Sirloin Club, Stockyards Inn, ad- 
joining International Amphitheatre. (Admis- 
sion by Registration-Entertainment Ticket) 


00 P.M. LADIES’ DAY FEATURES 


A.B.C.B. International Soft Drink Industry 
Exposition, International Amphitheatre, (Ad- 
mission by Exposition Credentials ) 

Souvenir Gifts for each feminine guest; Door 
Prize drawings for $100 worth of prizes at 2:30 
P.M.; $150 worth at 3:30 P.M.; and $250 worth 
at 4:30 P.M. Stetson Hats to the 20 A.B.C.B. 
Members whose lucky ladies win door prizes! 
To qualify for Stetsons, escorts must be present 


at the time of drawing. 


30 P.M.--A.B.C.B. BANQUET AND ENTER- 


TAINMENT-—-Grand Ball Room, Hotel Sher 
man. A grand finale to a grand convention, 
featuring good food and fine entertainment. 
Seating by advance registration. Tickets $7.50 


per place, 
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Chloro-Chaser 


Has no competition! 


"It's New! It's different! It's sensational!’ 
CHLORO-CHASER contains chlorophyll, 
the magical green purifier, that ‘takes 
your breath away.” 


You, too, can quickly and profitably capi- 
talize on the vast amount of money spent 
on TV, radio, newspaper, magazines, and 
other media to popularize the use of 
chlorophyli. 


Get on the bandwagon now! Be among 
the first with a completely protected 
CHLORO-CHASER territory. 





ANOTHER ROSS FIRST"! 
“FOAMEX-27" A FOAM RETARDER of exceptional 


effectiveness — non-toxic — helps retain carbonation — 
speeds production — a ‘must’ for your over-foaming 
flavors! 
For more facts and figures write or wire 
today. 


ROSS LABORATORIES 


4212 LEE ROAD CLEVELAND 28, OHIO 
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~ Cock’ a Bull 


GINGER BEER QUININE WATER 


Visit Our Booth #237 ABCB Convention 
Cock'n Bull, Ltd. — 132 E. 38th St., N. Y.C. 


ouetemshian 











4516 


Branches: Corpus Christi, Dallas, Lubbock, 
Wichita Falls, McAllen (San Juan), Odessa— sit 
Representatives: San Antonio, Longview, Beau- 


mon 


GH Zale 





FITS ANY TRUCK 
MAKE OR MODEL 


Deliveries are faster all along the line with new Stewart 


“and Stevenson Pallet Bodies . . . quicker warehouse 
loading, more payload with cases stacked seven high 
in the same space of five on rack type bodies, and fast 
unloading at dealers with less driver fatigue. These 
durable all-welded bodies can be used on any make 
or model truck. Write today for full particulars. 


STEWART & STEVENSON 
SERVICES, Inc. 


HARRISBURG BLVD., HOUSTON 11, TEXAS _ 







t, Brownsville, Laredo, Port Arthur. 
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ALF uzmon 


5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re- 
freshes every customer. Make this test . . 

write for generous free sample and you il 
\ discover why 5 STAR Half Lime and Lemmon 


A TASTE 
TEMPTER! 





A. real hit every- 
QUININE where! Send for free 
WATER 


samples. 


BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 
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successful, profitable bottling business. The full story 


of the Exposition phase of the national gathering 
begins on page 20. 

The national gathering comes at a time in soft 
drink industry affairs when information on many 
subjects, an opportunity to exchange views and 
opinions, discuss new and old problems and learn of 
The in- 


dustry has as yet far from solved its price predica- 


new developments is vital to the bottler. 


ment; deposits on bottles are still fiercely argued 
and variously administered, complicated by the vast- 
ly increased use of non-returnables; new packaging 
methods, specifically canning, are causing quite a 
stir and the non-sugar beverage even more so. There 
is no dearth of data the bottler needs, and in the 
short space of four days, the national association 
has provided the facilities and the authorities to in- 
form all bottlers as fully as possible about the in- 
ternal and external influences which affect him and 
his business. 

it’s all 


business so that the bottler may do a better business. 


The character of the meeting is clear-cut 


All-Industry Program 


Three of the five speakers to address the general 
sessions are industry members, and for the first 
time, there are three special Panel sessions during 
the convention—open Forums headed by staffs of 
experts in their fields—to provided workshops on the 
vital subjects of “Current Problems’, ‘‘Production 
Problems”, and ‘Sales Problems.” 

Exceptions to the all-industry pattern are the 
speakers who, respectively, will open and close the 
general sessions. The opening address, on Tuesday, 
November 10, will be delivered by The Honorable 
Everett M. Dirksen, United States Senator from 
Illinois. He will speak on “The State of the Union.” 
The closing address of the third general session on 
Thursday, November 12, will be given by William 
H. (Bill) Gove, 
nesota Mining and Manufacturing Company, St. 


Sales Development Manager, Min- 


Paul, Minnesota. 


CONVENTION 


Sen. E. M. Dirksen Wm. E. Mankin 





National Bottlers’ Gazette 









Immediately following Senator Dirksen’s address 
on national affairs, the convention will get down to 
detailed consideration of soft drink industry affairs. 
The Senator’s discussion of individual enterprise 


and the American way will lead naturally into the 

topic, “Your Local Association—It’s Valuable,” an 

address by Ivan A. Neilson, Managing Partner of ° 

the Nehi Beverage Company, Los Angeles. the Greatest Name in Flavors 
Also on Tuesday, at the first of three afternoon 

“specialized sessions,” James E. Bennett, Controller . 

of the DuQuoin Coca-Cola Bottling Company, Du- 

Quoin, Illinois, will lead the discussion, “Profit Plan- since 1899 

ning—A New Tool and What It Can Mean For Man- 


’ 


agement.” Following this will be the ‘Production © 
Problems” panel discussion of bottlers’ questions by is ac on t e a mormon: we 
° 


specialists in several phases of soft drink produc- 















tion. Those participating are: 
Edward Wagner, Moderator, W. T. Wagner’s ES LS A A LA A A SS SS a! ee Sa Se, Hee aay fae Ae yee TS ps ahs 


Sons, Cincinnati, Ohio; Dr. W. C. Cooper, Geo. J. : 4 
Meyer Manufacturing Company; S. Gullo, Pepsi- Who in the beverage business does not know these 


Cola Company, New York, N. Y.; Dr. J. M. Sharf, fine name brands? (Popular for over 50 YEARS!) 


Armstrong Cork Company, Lancaster, Pa.; D. L. 


Sloan, Jr., The Charles E. Hires Company, Philadel- * NEW YORK ER * ESQUIRE 


phia, Pa.; Dr. J. H. Toulouse, Owens-Illinois Glass 


Company, Toledo, Ohio; and A. S. Vanderstempel, * CASCADE * SUWAN EE 


Orange-Crush Co., Chicago, Illinois. 


The feature address of the Wednesday morning and now te CAL-FRE 


session, November 11 will be made by a leading 





figure in the soft drink industry; H. B. Nicholson, ‘ : ’ 
President of The Coca-Cola Company. Mr. Nichol- . .. . the new dietetic beverage that is /] 
son has been with The Coca-Cola Company for 20 sweeping the country like the well known , Y/ 










panel discussion, “Current Problems,” are all also 


Pe oi, ~ 


; associated with the soft drink industry. This panel We'll be at the convention 
is expected to be highly informative and interesting 


years and has served in various executive posts. ethane | F 
Those taking part in the Wednesday morning p 
~ 
*; 


Sig 
Sa ZF 


as many controversial problems of the day will be a1. pb 


discussed. The questions from the floor are expected ib ti 41 8 
i to include price and deposit trends, packaging, and rele) 


the place of non-nutritive beverages in the soft drink 
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picture. Indications predict that this feature will 
be a highlight of convention week because of new to tell you the story of our completely 









reorganized company. 






(Continued on Page 113) 
HEADLINERS .. . You'll see that we mean business with 


a capital ''B''—that our concentrates ( 













are controlled—our franchises profit 






makers—our flavors outstanding and 






our organization the type you will 






want to be a part of. 








MONARCH MFG. COMPANY 


— William “Bill” Gove 1351 MONARCH ROAD - ae 2 ee eee ce On Ca e.\ 
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Only The LADEWIG Bottle Washer Has The 
RIGHT ANSWERS To All These Questions 


IS THE DESIGN SIMPLE AND COMPACT? 

The Ladewig Washer has no overly-complicated, fast 
moving mechanisms no whirling spindles or brushes. 
No mechanical part ever enters a bottle. And it is 
really compact thus saving in costly floor space. 
What's more, its double end design assures most favor- 
able sanitary conditions. 


HOW MANY SOAKING COMPARTMENTS? 

The Ladewig Washer has ONLY ONE Soak Tank 
for long, continuous soaking at high temperature. This 
outstanding engineering advancement has set a new 
standard for the entire industry and has clearly 
proved its superiority over the old method of multiple 
compartment soaking. 


IS THE WASHER RUGGEDLY BUILT? 

Rugged construction is another great feature of the 
Ladewig Washer. It is built extra strong from load to 
discharge with extra rugged gears—and heavy-duty 
shafts operating in ball and roller bearings throughout. 


DOES IT OPERATE SMOOTHLY? 

The Ladewig’s rugged ball and roller bearing construc- 

tion plus its CONTINUOUS ROTARY MOVEMENT 
assure unequalled smooth, quiet operation. Another 


vital point is its gentle handling of bottles from load 
to discharge thus avoiding scuffing, scratching and 
marring of bottles and reducing the likelihood of dan- 
gerous bottle explosions. 


DOES IT REQUIRE EXCESSIVE SERVICING? 
Starting right at its accumulative load, the Ladewig 
is designed specifically to save labor both during 
operation and in servicing. Man hours required to keep 
the machine at peak operating efficiency have been re- 
duced to an all-time low. The same applies to mainte- 
nance and repair costs. 


DOES THE WASHER GET BOTTLES REALLY CLEAN? 
That is exactly what the Ladewig Washer was designed 
for to turn out MORE and CLEANER bottles per 
hour, per dollar. And its impressive record of minimum 
rejects has definitely proved the unmatched efficiency 
of its Long, Continuous Soak and its truly remarkable 
system of Jet Spray Pressure Washes and Rinses! 


DOES IT HAVE AMPLE CAPACITY? 

Ladewig Washers are available in a wide range of sizes 
and models from 6 to 28 wide with capacities from 
60 to 350 bottles per minute thus matching the 
speed of fastest fillers. 





Washers. 





WELCOME TO OUR BOOTH NO. 910 AT CHICAGO 


Although we are not showing equipment this year, our representatives will be in Booth 910 to 
welcome old and new friends—and to fully explain any and all features of Ladewig Bottle 


ARCHIE LADEWIG CO. Waukesha, 


Wisconsin 
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THE BIG 
SHOW 


Ronunc portrays the size, the complexity and 
the economic importance of the soft drink industry 
better than the annual Expositions. The Chicago Big 
Show is by no means an exception— 198 companies 
have reserved space at the Show to display their 
wares. 

A canvass of the exhibitors reveals plans to fea- 
ture materials handling and distributing equipment, 
including new developments in motor truck design, a 
wide variety of water treatment and syrup room 
equipment, and several smaller items used on the 
bottling line. Manufacturers of larger items of 
equipment in the bottling line will be represented at 
their booths in the show by officials and staff mem- 
bers, but do not plan to install equipment exhibits 
this year. , 

The Show will thus offer a field day for those who 
like to watch the mechanical-muscle type of ma- 
chines, many of which have rather recently demon- 
strated to the soft drink industry that machines can 
be substituted for brawn in operations traditionally 
considered as manual. Typical are palletizing equip- 
ment, fork trucks, movable conveyors, power hoists 
and the like. Their impact on the soft drink industry 
already has resulted in revolutionary new features 
in the design of plants, floors, storage areas, route 


trucks, highway trailers, and even methods of dis- 


tribution. 


In addition, there will be on display such things 
as a new chocolate sterilizer, bottle vending ma- 
chines, coin changers, carton-openers and a “hun- 


’ 


dred-and-one” mechanical what-nots important to 
the efficient production and distribution of bottled 
soft drinks. The exhibit floor will also contain many 
other types of equipment which conventioneers are 
accustomed to seeing—-tanks, water treating equip- 
ment, syrup coolers, CO» purifiers, filters, and so on. 

Centrally located Booth No. 713 will be occupied 
by National Bottlers’ Gazette and its Spanish-lan 
guage affiliate, El Embotellador. A warm and cordial 
invitation to visit us is extended to all members of 


the trade and allied industries. Come in for a chat. 


National Bottlers’ Gazette 














Floor Plan, A.B.C.B. Exposition, Internation 
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COMPLETE LIST 
OF EXHIBITORS... 


Exhibitors Booth Numbers 
Pe ee ey err aa Gra Aspe 1019 
BO AMOTIAN DOG vc vc kccceccbredcussosesees 512 
American Coating Mills Corporation, 

DIV: OF Rovere ew Con FOG: iiicicaeecs Fieed ate 7381 
American Manufacturing Company............+.. 334 
American Partition Company...........-eeeeeee 1110 
Anchor Hocking Glass Corporation............... 410 
Armatrone CotkK COMmPOhy soc cicc i ta veabaden cues 632 
Arnold Equipment Corporation..............+0085 930 
Artkraft Manufacturing Corporation............. 222 
ARUBA PADS? COMMON ooo i sa i hee onve de sereees 825 
py ae aera earners errant 22% 
Atlas Tool & Manufacturing Co, .............20. 1015 
Automatic Pump & Softener Corporation.......... 529 
eo): DEVELASS COMDANT 65-05 500 3 ve Kae ¥S cade 815 
MOTG'S: INGGEDOTEIOS voce ice e060 ene ead Peseere ven 335 
BArrete-Cravens COMPBHY 6.6.cccicccccvcrvecrenen 431 
Barry-Wehmiller Machinery Co. ............eee08+ 808 
The E. Berghausen Chemical Co............+.0+. 1129 
EDO BOved COMUANY, Wiese feos 6 50h.b396b0 io sed 121 
Beverage Machinery Manufacturers Association. ..804 
Bireley’s, Division General Foods Corporation. ..... 435 
ees HE TAGE Gis 6 bic ce oc haav Khare baebdaees cde 528 
mong Grown & Vor’ GOs 65.0 600 sképareasneees ewe 603 
Bottlers Appliances Incorporated................. 128 
| BS  , BESET OTT CURT TET Eee CTT 216 
Brockway Glass Company, Inc...............e+6: 918 
DEUS COPPOTOMEE 6 cccwseccrsareerteecesed 406 
Pucaener Bavinment CGis sci cacctvavresessbast os 1009 
Burns Bottling Machine Works, Inc.............. 1105 
CLUES GE. 000s i 6 ons 20S ey bcd 0 1033 
Canada Dry Ginger Ale, Incorporated............. 330 
CRPGOR COLDOPRII 5.6 vita vhs idee eens 215 
Central Tool Company Incorporated......... 234, 236 
The Chain Belt Company of Milwaukee. . sos een 
Champion Knitwear Company, Inc................ 1011 
Chattanooga Glass Company.....................508 
Cherry Blossoms Manufacturing Company......... 326 
CROPPy+UrPSll COPDOTOLION. 55i.u50 500066 090 ks0d 0003 700 








Most of the convention activities, including the business 
sessions and the Exposition, will take place in this huge 
structure, the International Amphitheatre. This is the build- 


ing used for the political conventions last year. Ample 
parking space is available, and buses will be provided 
for the transfer of visitors to and from the hotel district. 


Complete List of Exhibitors... 


(Continued from previous page) 
Exhibitors Booth Numbers 


Chevrolet Motor Division, 


General Motord Corporation... 5 s..cccccecosccene 415 
Choeolate Proagucts Company... .ccccscocscsecves 402 
CHARS IME BPOGUOEE Oli icc c ass cece cer vesseed 1116 
Chrysler Corporation, Dodge Division.............. 925 
gE ae ae ea are ae 630 


Clark Equipment Company, Industrial 


ERO MTU A 5 95 o 5 Foose ee essed hculecstes 625 
J. L. Clark Manufacturing Co...........0.eeeeeees 907 
Ciieamet Cid COMPAR. 2 occ ccvcciccccsscccccces 729 
Cloverdale Spring Company.............sssecsee 420 
pe a eee ee eee eee ee ee eee 604 
Commercial Filters Corporation.................. 137 
Consolidated Cork Corporation...............ee00. 516 
Corn Products Sales Company.......sccccccvscce 436 
POG Cire BOUIN COURDOOT boc ice ies ccsics ence 341 
Cronstroms Manufacturing Company............. 1114 
The Crowe GOTk GNG BORL UGic secs cv cecenss 150, 805 
Dad’s Root Beer Company..........sseescceefeos Ole 
The Delaware Punch Company of America........ 426 
Sy A SEEPS CP Gre 6.0.0 V8 04 6b 0 ebb ees veces 1121 
Development Associates ...........00 cece ee eeees 908 


22 


Diamond Alkali Company................+++++++.006 
The Diversey Corporation................002+++++000 
Bre A NOIR San 3:5 ¥5.64 68's. 8 00 dR 88S 0 Nee 704 
eg BO fe Sr ee Tee Tere 406 
Bruce Dodson and Company...............eeeee0. 135 
The Double Cola Company..............2+0+++++-020 


E. I. du Pont de Nemours & Company Incorporated. .123 


DIMDIPG 08 GCOPPOTMUIONS 6.52 cr cerchewsecvncovves 331 
Os Gs POS BAe COORG oc cece se ccc rvcecces 504 
oS eS ee ee eee 1012 
Filpaco Industries, Inc., The Filter Paper Company. 232 
Firstenberg Bottlers’ Equipment Co., Inc.......... 324 
Pa ENG iis V.5's.5 kb T Ro aK OREO Oe 08OR CRN OM 1007 
Foote & Jenks Incorporated...........esccceccees 401 
Ford Division of Ford Motor er 231 
The Four Percent Company..............-0eeee8: 914 
Frontier Manufacturing Company................ 220 
Se ioc cccceteeted se vytasade ene 833 
Gaylord Container Corporation................06. 819 
ST cay seeadedebecneadeas 530 
General Hydro Company..............ccccceees 1130 
General Vending Machine Corporation........... 1125 
Gideon-Anderson Lumber Company............... 221 





Exhibitors 


Glenshaw | 
Godchaux 
The Goody 
The Grapet 
Green & G 
Green Rive 
The Heil C 
The Herma 
Hesse Carr 
Heyman P: 
The Charle 
Hurty-Peck 
W. H. Hut« 
[deal Dispe 
Industrial | 
Infileo Inco: 
Internation 
Internation 
The Julep 
Keenline E 
Kinnaird B 
Knox Glass 
H. Kohnsta 
V. & E. Ko 
Kol-Flo Ko 
Archie Lad 
Laurens Gl: 
J. F. Lazie: 
A. J. Lehm: 
Liberty Gla 
The Limex | 
Frank B. Li 
Div. of G 
The Liquid 
Lucky Club 
Ludford Fr 
Marbert Pr 
Mason’s Roc 
The Mengel 
Merck & Co 
Metal Glass 
George J. M 


The Meyere 





Exhibitors Booth Numbers 
COP SAT Soe Bc a ood oe oc ceesheeeeeea ne 517 
SSE NL, BIR fo 6 6o ccs clos walnccnetea eee 338 
ee Ce MN os pai eenckdesabeteess bacaen 217 
The Grapette Company Incorporated.............. 213 
EE gS rer Tre Ter Tae Tre eeys Prete 414 
CoPOHR Sever COSMOPOUION. s¢ 5s 5.4 05 4o ada ba ners cue 912 
Bp Tie BENE CORNING 9.65605 FES Ch EO REY COU Hae 904 
ee ES ME i ic dhe dno'se bese cbatocnons 640 
BRORES CBTTIAGS COMOBIG so 665065 ck ees cceens weds 422 
RACVINET FYOOGEE CORIDANY . 6666 os 6 Sad cevewosevere 354 
NO CMBTION Ts, PEON COOK. ice scancscvsvacust eGo 
a Be el Rae eae ra ee aera ae ert 510 
W. Hy tiutehingson @ Son, Ine... 6 6k cece eens 5 BL 
PCIE Q10 2 6.5.5 3:85.00 0d rade ebiols pve res 249 
BG GNGEIL UOBUR, DNB 6605550 ek ove SN Waseca sivas 909 
RTE) SLOT 69 6.5%4 fio ENS HE DEG R ON Seb aHRS 815 
International Filling Machine Corporation......... 111 
RTUDUECINCIONDT BEBE VONUOE S06 55 /5.050:0i5-5 40 bs 6500 500% 1025 
ae I ROOMS 6550.66 0695-055 53.5 40s Ue eM ORE 430 
Keenline Equipment Corporation................ 1005 
a Oe SU ORM i cc thne Chekeeeeacoess 120 
Knox Glass Bottle Company of Mississippi........ 214 
Fis OD MEIRIAED ME G0, ING 6666 i os ee ek eee’ 725 
A A Se errr 
BE a Pe 6.6% hoo ef eb d eee ORE 133 
Be dhe) eer ee a ee en eee 910 
RMUPOE GOES WOTER, 10Gi 6.6 i686 ous ean s canwevees 620 
J. F. Lazier Manufacturing Company, Inc......... 622 
YA as a ee ee ee pe 416 
Dee Ge Gee © TIEN 65 kbs 35 oa 4 66 p4cleee eee a ESE 240 
po eT Tey eT Tere eT er 915 


Frank B. Lomax Company, 


CU Ag En ON AR 0" Sa 701 
The Liquid Carbonic Corporation................. 812 
Aa Maree EE 6 64.5.5:5 49-409 wes 6A DEN ale 8 eee eR 456 
AQEOTS THAIS FTOGUGH ING. oon sos cb boc ety oe 255 
pg ig Ak 0 Yad a nee 434 
BIONON & TLOOG HOOF COMGENG 6 'eiis csc cad sseeses 225 
a MED COIN 5. 6650.0 cc ee tai a os hes bese ewe OD 
NE RS Rs oo obs 4.5 ola 6k RESO eS OOO De 424 
Metal Glass Products Company...............06. 1102 
George J. Meyer Manufacturing Co................ 816 
yo ss A Se ee eee eee reer ee 218 


PES TOON an ss oie ve kedeasape needed 239 
PESOS BETO COMDRRS 66 b65.0:55.580 oes acoso 818 
Mills Industries, Incorporated...............e008- 317 
SEO DEY COPpOTAUe no ie csccicsnsevivcveeee 716 
BrerOmme?: TOE. GOs, 6 sivas cack bes cob 5 ORIEN 905 
DUR OTN MTs sy vv nic ek ah ee eS ESE Ds ae Sone S ESO 418 
ROTTS FOE TRIE i dice Ce owe OKEROD FT OESS ERROR 433 
PETES COPE COT DOP RGN 6 65 65 0.565.000 9.08 619 
Bee Py OP ONO Eth onc kar 0 86s s oe bee a 813 
NATIONAL BOTTLERS’ GAZETTE............. 713 
OLIOTAl Cennaer Gee Os 6 v0 hii isis canes ere es 141 
National Fruit Flavor Company..................318 
National NuGrape Company................s0e0. 721 
FRBSIONAL MGIOOOTE, ENGis os 65.05 00s 60s 2958s Feed ae 441 
Pel COPBOTERION 6 551548 0 FCs bd oe eee 610 
INGHDILE SPU *PLOCUBM, .FBik 5.0. v.50 once sak K00 ees 314 
Nidgwara Bottle: Washer Bre. G0) «ivi cae cedeacess 1030 
TDS Th. es ACUOON Ais 8c dos oh elys ahd a ert eee 
NOPUNWOSTETH EXUTACE DOs. sci tecsicc sre beneetvas 807 
RR IGe SPOOR 10ers 6st 0 Da eee ee 723 
hear teebier THOSE GOK iver iesacdaers }cperes 219 
i Se ON ke ES ea adoda CER eek aed 1108 
Orange-Crush Company ...... ot teved ees ai 617 
The Orange Smile Sirup Company................ 125 
O-50- Grane COMDONS cc iis 50 Cie hae mene 406 
Owens-Illinois Glass Company..................+.-521 
Me BE kis 06 pa ee EDs CASO Ee ESS 235 


Penrith, Akers Manufacturing Company 


PROOT DOP EUOG: 5 icuie sh Pats ne 5a) Oe 286k eke eae 
ge Be ae ry ere eae ee een eS 
ee FORGE OMI OIN Ss 66h Naw as 690.0459 Header 702 
CDGE, PRRSl- OB 4a FG ob hati sc kesszauwearen 355 
Portable Elevator Manufacturing Company........ 809 
POUT i OIG, AO bbs 0558 oh eee ee eee eee 
Petey Boy!) lo gk OC ee are eee 230 


Pure Carbonic Company, A Division of 
it TO Gin Wi os 6 65s ohne tanhoe es bs 1104 


Radio Corporation of America, 


Se, WE UII ins oad ibkeys cabo aed seeeee 310 
The Rapids-Standard Company, Inc............... 1008 
ever: TAM FAO COMORRY «ioe occa ss oot 0050-0 919 
Riverside Manufacturing Co.........sccecccecsces 611 
Ds RIE 2 Os A is 60.05 595 aas. odes se Fale oe 


Salient PIRVOVINE COMM 6 isc cccsccsadeyecevwsaeen 224 
Sellers Injector Corporation...........seeeeeee88 1016 
C. O. & W. D. Sethness Co.......scccscwccescoses 811 
The Seven-Up Company............eeesseececees 720 
Solvay Process Division, 

Allied Chemical and Dye Corporation........... 321 
Sparkling LIS COMPAR 26.0 caer des vtievecnsess 1112 
Boeciaity BnMineerink Co... 06 ccse cases.s besten es 933 
MOISUNEN COMDARY, ING. i. 56s iecnis ed varies sves 1119 
THO BAG, COMEDY v.00 iis iivitic cs baos cave neeewEs 450 


Standard-Knapp, Division of 


Emhart Manufacturing Company.............. 114 
BieRINGUE BE 40k ik sk S05 da 84 oo Ve kes 1009-A 
BUNT ENTOPINATION, ING. 6 6:5.k2 ck s.cesde bs + vasew thea 911 
OBRINT SETOWOLD: ia wdisausas beckons 50551200 eerie 710 
Sun Spot Company of America............eeeee0. 238 
Terriss Division of Consolidated 

Binhon Supoiy’ Ge. IAGics ose ctesieceerseses 522 
Thatcher Glass Manufacturing Company, Inc....... 226 
SHOOIOS BGs cr eeian Uenes 6 iba VE Berra 916 
Timmons Metal Products Company.............. 1014 
Tri-Clover Machine Company.....5:cccrscccssoncen 113 
FRE INGS 5 56 alk eV A GD TE ee 337 
True Manufacturing Company.........scccvccces 820 
Union Sales Corporagion...s vas ov.c8s teal ieaee ao 311 
van Ameringen-FIASUIO?, ING... 66s didccicaed cee ents 333 
Vendorlator Manufacturing Co..........cseee0e0. 1018 
James VErno? COMPENG 6656600 6 cee Nee ee ean 717 
Virginia Dare Extract Company, Inc.............. 440 
VOMAODINE SHG. ob Si Serine ca eects anGeree tas 139 


Walker-Wallace Division, A.P.V. Company, 


SPROUT POUEIES oo cc ecctinnde rene ess beat eae cunt 131 
Warner-Jenkinson Manufacturing Company....... 531 
Waukesha Foundry Company..........2eseeeeee. 902 
WOStOIn Pier WOMAN, bic es bb c.co sien vanvevaes 210 
Whistle and Vess Beverages, Inc................+. 117 
ETO Wi 108 MOCO COMNDORY 6.6 0589.5: 9.0'930.66 4050505008 623 
WHite, BOCK CORDOTRIION . 6 osc pc becivadercanauepan 438 
Woodstock Manufacturing Co., Inc................ 823 
Wyandotte Chemicals Corporation................ 524 
The Yale & Towne Manufacturing Co............. 500 


MASUAS! TUNES COMPRDS 66586 80a FPN be Oe edwee tbe 1004 








Exhibitors 


Booth Numbers 


Oe a ED + 
NES IEEE TR i 338 
Nee et cecke 217 
The Grapette Company Incorporated.............. 213 
I 5615s cGACb ales b dds nwrhewed Checeses 414 
meee Maver Copporation,........scccccssccceves 912 
avila ples anes 904 
ES SO A oe nine cieccecseswearecds 640 
ee 422 
Heyman Process Company.......................354 
me Genres BH. Hives Co... 0... ccccoccccccccee BRS 
SEITE RE a a 510 
W. H. Hutchinson & Son, Inc.....................511 
ei esc euee 249 
DE a ee 909 
ES PE ee 815 
International Filling Machine Corporation......... 111 
International Harvester Co.................0008: 1025 
EE ES ee 430 
Keenline Equipment Corporation................ 1005 
EE CE MOONE, ccc en ccenevecendeseovecus 120 
Knox Glass Bottle Company of Mississippi........ 214 
EEE Bh 0G |r 725 
nes Mee OMITINND. ETIG, , o.sb.0.0 ¥ 65 6.0 woo 00.00 oes OOO 
I EN bas 5-5 bb Saeko BEE bo bob Oe FA 133 
rs 5 sielvs sate Bhs pi 60.6.6.620 608 910 
Rapes CHIROR WOTKS, INGs. 0. cc cevce sce sescenese 620 
J. F. Lazier Manufacturing Company, Inc......... 622 
CO SOS 2 See ee eee ee 416 
Ey I IRENE 655 5.0.5.6 8904.46 6 04rd Oa bO 240 
Pe ESP PMBIOT 60 05616000 6 60 di oraw a6 04.6.0-0:0-000 8 915 


Frank B, Lomax Company, 


ee es ha spas besa wb eka 701 
The Liquid Carbonic Corporation................. 812 
Lucky Club Company URNA BGP ar a ae reo 456 
Ludford Fruit Products Inc..........0.sesseseses 255 
BS is sare oie b's 0.9 be OOo EO 434 
Mason’s Root Beer Company...........-.00ee008: 225 
SE, cig e csc cdedv cess oecesbawns 432 
A Ms ches cb erst Ved eevee rab beaee ses 424 
Metal Glass Products Company.............+.065 1102 
George J. Meyer Manufacturing Co................ 816 


> Pp. . rer rrr rere ere reer ee 218 


PSC OESINONG  TEGGUIOE oy ccc co bevereves race ones 239 
BETTE SONY COUNTS. op 6 ccces po cede eriveceee son 818 
Mills Industries, Incorporated.............+++008- 317 
Meson DEY. GCOPPOPAtION: 55.366 o5 seo odes ss ews oe 716 
pS eS ee we mre On eee ren eee 905 
EUR hiss code ad whe Ne OPO aos ED 418 
Peg i gt | 1” a Sa ee ere eee 7 433 
BEUNGES COFR COTPOTACION« 00. cso snes rcivecssecs 619 
ee ee er OOD Cis vec d bea re tr sors ove 813 
NATIONAL BOTTLERS’ GAZETTE............. 713 
PROT © eRe SEES CD) 505 bso 500s oboe ws hee 141 
National Fruit Flavor Company...........-.-++-- .318 
PACIONG! PIUUTANS COMPANY, «65.06 cers cis ccecens 721 
PRMCIOIURE BURCOBLOTA. SIGs + oho 05866300086 > wees ons 441 
NON) COPPOFATION 5 iccscccve ccc ees este eres 610 
POOR DIGG. 2 ENE EE PURUOUNs, Billie soc te sciacneveeeaces 314 
Niagara Bottle Washer Mie. Co......scsccvevcces 1030 
fy Re SB eee oe ere rarer mr: |S 
PROV UI WOEUOTe! ERCCRCE COl. 6 chs ce hs sedate weeweve 807 
a ee a |, er rere ie airy te ire eae a 723 
CE Teer eTOOS UO boo ¥50 hao ve wie taborsa.s wee eels 219 
pe REN NEN 3 ni kak 5 4.0.1).0 9S PRES Oe wd LG 1108 
CEAUSOC URN VODIBEDY iis cere dere cecewcrees 617 
The Orange Smile Sirup Company................ 125 
CO Cae CONS isn aa oes.5 Male bake ek eas sier 406 
Owens-Illinois Glass Company................++..021 
pS hone ce eA ERE TON eee 235 


Penrith, Akers Manufacturing Company 


er Pe ore er eee ETE eee eS 
a Sa ee eae ete eee rire o 
ee te SOOTADOINY 6 6693506 05-50 8 4 0b NS oO a e's 702 
re He hk Es 5 50 0 bee FOS be. 6 06 RO 
Portable Elevator Manufacturing Company........ 809 
Pn Ue, ENCES | BGs ohn 5:4 600 5 8 86 Vo eben 6 eee 325 
PPOMTONs TOE IPONBUO? Gok kk ici ce kde eee de nes sane 230 


Pure Carbonic Company, A Division of 
pg ERs oe a 1104 


Radio Corporation of America, 


PEGS WOON RULVIMIOND, ov 55 65108 056 8 0.6.84:0.6.048 0.8 bbe 310 
The Rapids-Standard Company, Inc............... 1008 
River Raisin Paper Company... ..0.osscsrssceces 919 
PAVOPEIGS BERTUCACCOPING COiii icc c cee cite vvseses 611 
iy RE Bs. POI, MDa Kv cccce esas ce rersderseres 316 


EE gE a et Pe eres Pert ia: 224 
Sellers Injector Corporation.............esseeee0. 1016 
Ce ae le Bee NE Gi i 0 dato oces tr eenedsbes 811 

Se Es CO 2 vin. bs be a0 s cadee once nee wd 720 
Solvay Process Division, ; 

Allied Chemical and Dye Corporation........... 321 
BRT TASS COROGRT . occ Fs ci cece cteveeneses 1112 
Bescinity Buginecring Co... ....cccescsccosevcces 933 
en CORE, TGs ok oe eck sacsccews cavern 1119 
Be ES GION cin dc ocd occurs wercsacancesear 450 
Standard-Knapp, Division of 

Emhart Manufacturing Company.............. 114 
Gs MOO TTP ETL TEESE ETE eer 1009-A 
PR PRE SEO BIO y o's 6s have Soret d5's V4 Sw OSS 911 
IG. SUED ob ccc d eke dase eisee dein cevececea 710 
Sun Spot Company of America..........ssccceces 238 
Terriss Division of Consolidated 

Bannon: BUDOIT COa ENG. + 66cccete shed besawees 522 
Thatcher Glass Manufacturing Company, Inc....... 226 
OTS CAG ooo kik 62 be Foe ROR Oe eee eae 916 
Timmons Metal Products Company.............. 1014 
EGO Ver BOCiNe COMDARY «.. 65:66 s 0nd ss ssuveus 113 
Re TENG os stute sete Salk dip buac57h, on Be Rs alee ES RR eER 337 
SUGGS PUNULACIUTING COMPANY: ois cos ks besa di aes 320 
LR10T DEsew COTDOTMEION 64s 6686905008558 00a bee" 311 
van Ameringen-Haebler, Inc.............cccecceee 333 
Vendorlator Manufacturing Co.................. 1018 
PETERS VOUTIOE COMDBNT ibn asc ction Let cba yy 
Virginia Dare Extract Company, Inc.............. 440 
WN ENS aici ¥ 05 945:o 5 bea RET awe PS Sem 139 


Walker-Wallace Division, A.P.V. Company, 


TREE IOT ROOD 66.555: soo H ee Heda ba Rel mhee ek ae 131 
Warner-Jenkinson Manufacturing Company....... 531 
WOUKGEDA. FOUNGTY COMPANY s6 cece c is ice ee cess 902 
WE GRUMTIE © CO SOMOOE 5 5.0.365.06.5 65-05 Ces Che ewes 210 
Whistle and Vess Beverages, Inc.................. 117 
ERG We BROCE COMDODY 6.6 o.6ivikc es ccexeweserane 623 
WReO-TUOOR, CUP OOTNNION 6 6 56 Oi es ve es cadences 438 
Woodstock Manufacturing Co., Inc................ 323 
Wyandotte Chemicals Corporation................ 524 
The Yale & Towne Manufacturing Co............. 500 
BRAOROGS CARES COMMIT 6555.0 % ck v0 ei nsea eae sae 1004 














for information, or just to rest. We’ll be glad to wel- 
come you and to help you in any way we can. 

The complete list of exhibitors which follows pro- 
vides information on booth locations, products to be 
displayed, company rosters of personnel on hand, 
and the headquarters hotel of each firm. Booth loca- 
tions on the floor of the giant International Amphi- 
theatre can be quickly determined by reference to 
the floor plan opposite. 


ACME STEEL CO., Chicago. Ill. (1019) 
Representatives: J. H. Preut; J. J. Filas; A. G. Karstens; E. P. 
Crim 
Products: Carton stitcher 

AMERICAN BOTTLER (512) 

AMERICAN COATING MILLS CORP., DIV. OF 
ROBERT GAIR CO., INC., Chicago, Ill. (731) 

AMBASSADOR EAST 
Representatives: K. D. Myers; C. A. Colbert; W. J. Hamilton; 
F. W. Schoch; J. H. Reichart; D. E. Kauffman; T. B. Moser; 
G. M. O'Neil 
Products: Soft drink carriers 

AMERICAN MFG. CO., Chattanooga, Tenn. (334) 

CONRAD HILTON 
Representatives: W. P. Milner; R. Posey 
Products: Display stands 
AMERICAN PARTITION CO., Milwaukee, Wisc. (1110) 
SHERMAN 
Representatives: M. Chernin: Dr. E. Millard; J. Diel; S. 
Friedlander; C. Nooy 
Products: Case partitions 
ANCHOR HOCKING GLASS CORP., Lancaster, O. (410) 
BISMARCK 
Products: Anchorglass beverage bottles 

ARMSTRONG CORK CoO., Lancaster, Pa. (632) MORRISON 
Representatives: J. M. McCormick; R. H. Hetzel; J. C. Feag- 
ley: P. S. Holmquest: R. M. Knapp; Q. W. Couch; J. D. 
Webber; R. E. Thompson; S. L. Bucklen; J. G. Carpenter; 
S. F. Scott, Jr.; R. E. Turner; B. M. Humphries; E. S. Gast: 
J. S. Taylor; T. F. Bull; W. H. Powers; R. L. Wilbur; G. R. 
Bulifant; R. W. Mattern; J. S. Seele: B. W. Petry: R. O. Bark- 
ley, Jr.; R. H. Allen; J. C. Welton 
Products: Crowns and soft drink bottles 

ARNOLD EQUIPMENT CORP., Milwaukee, Wisc. (930) 
Representatives: A. Holming, Jr.; Mrs. A. Holming. Jr. 
Products: Bottle washers 

ARTKRAFT MFG. CO., Lima, O. (222) MORRISON 
Representatives: R. L. Behr 
Products: Bottle coolers 

ATLANTA PAPER CoO., Atlanta, Ga. (825) SHERMAN 
Representatives: A. L. Harris; H. H. Ogden; B. C. Snutze; 
R. M. O'Hara; K. Everett; H. Forrer; D. Harrison, Jr.; A. U. 
Salomon; M. Cobb; B. Purdy: B. Frankel; D. Brand 
Products: Bottle Master carton opener and accumulator; 
bottle cartons 

ATLAS METAL WORKS, Dallas, Tex. (223) SHERMAN 
Representatives: B. Storey, Jr.; B. Storey; E. Powers 
Products: Atlas “Varietee’’ coin vendor 

ATLAS TOOL & MFG. CO., St. Louis, Mo. (1015) 

Representatives: G. A. Delf: G. A. Delf; R. J. Delf; F. Parker; 

P. Maxwell; G. Hickey: P. Hord; Lee Coggan 

Products: Bottle beverage vendors, picnic coolers 

AUTOMATIC PUMP & SOFTENER CORP., Rockford, Ill. (529) 

B-1 BEVERAGE CoO., St. Louis, Mo. (315) MORRISON 

Representatives: O. C. Thener; J. E. Makay: C. G. Bond; 

M. H. Bogie; L. W. Harvey: L. Detlofsen 

Products: B-1 beverages 

BARQ’S INC.., Biloxi, Miss. (335) MORRISON 

Representatives: E. Barq, Jr.; W. Barq: E. Barq: A. H. Court: 
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A.B.C.B. Exhibition Visitors — 


Chocolate Products Co. Invites You 


to Visit BOOTH NO. 402— 


starting point for an informative tour of our plant 


Helpful ideas for you in our scientifically 
planned sterilizing operation for 
chocolate beverages—the results of more 
than 30 years experience. 


@ Plant layout or production problems? We 
invite you to see how we've solved them in 
our own plant — to take home with you, perhaps, 
some helpful new ideas on this specialized 
business. Because we have a set-up operating 
in chocolate exclusively . . . and because we've 
had more than 30 years experience, we sincerely 
believe our procedures will be of real interest 
to you. 


@ Just stop by our Booth No. 402 
at the International Amphitheatre. 
We'll gladly make arrangements 


to drive you to and from our plant. 


CHOCOLATE PRODUCTS CO. 


415 West Scott Street, Chicago 10, Ill. 
























J. B. Baltar; E. M. Barq; L. B. Schirmer; J. G. Richey: H. L. 
Stone 
Products: Barq’s beverages 
BARRETT-CRAVENS CO., Chicago. Ill. (431) 
Representatives: O. M. Lund; W. B. Rea: j. Fremgen: H. C. 
Fernstrom; G. E. Caley: A. W. Kreitling: C. E. Martin; D. 
Cobb; R. Brooks; J. Trande!; H. Simak 
Products: Lift trucks, hand trucks, skids 
BARRY-WEHMILLER MACHINERY CoO., St. Louis, Mo. (808) 
SHERATON 
Representatives: P. K. Wehmiller; R. H. Brady: F. P. Paskins; 
R. E. McCullough; J. S. Laurie; P. O. Langenbeck 
Products: Bottle washers; labelers 
THE E. BERGHAUSEN CHEMICAL CO., Cincinnati, O. (1129) 
SHERMAN 
Representatives: H. E. Schmidt; Mrs. H. E. Schmidt; A. Berg- 
hausen, Jr.; F. M. Wolf 
Products: Caramel color 

THE BEVCO CoO., INC., St. Louis, Mo. (121) MORRISON 
Representatives: S. C. Dorman; J. W. McElroy 
Products: Beverage coolers 

BEVERAGE MACHINERY MANUFACTURERS ASSN. 

Washington, D. C. (804) SHERMAN 
Representatives: J. R. Gorman; J. P. Bradshaw 

BIRELEY’S, DIV. GENERAL FOODS CORP., 

Hollywood, Calif. (435) SHERMAN 
Representatives: E. H. Bowen; D. Ingalls;.H. Ward; R. J. 
Pearson; R. H. Huntley: C. M. Way: W. E. Mathews; P. E. 
Lensky; L. Lisk; T. C. Bateman; L. Otzen; D. W. Roberts: 
J. A. Baron 
Products: Bireley’s beverages 

BLUE SEAL EXTRACT CO., INC., Cambridge, Mass. (528) 

CONGRESS 
Representatives: E. A. Morgan; S. R. Casey; J. B. Clancy; 
D. O'Neil: E. Magnus; F. Burns, Jr. 
Products: Flavors and extracts 

BOND CROWN & CORK CoO., Wilmington, Del. (603) 
Representatives: G. E. Kummerow; J. G. Murray; Mrs. J. G. 
Murray; A. P. Vining: Mrs. A. P. Vining: S. Scott; W. R. 
Hill; A. O. Holsinger; Mrs. A. O. Holsinger; Z. E. Prince; 
G. E. Wells; O. E. Corrigan; W. F. Emden; Mrs. W. F. Emden; 
J. L. McLean; W. Hartmann; A. L. Lawson; E. P. Galvin; 
L. V. Liddy: F. D. Dearth 
Products: Crowns 

BOTTLERS APPLIANCES, INC., Salisbury, N. C. (128) 

MORRISON 
Representatives: B. P. Beard; A. P. Beard; C. Carlich; G. 
Slaughter; J. H. Beard 
Products: Soaker-loader; unscramblers, case cleaner 
BOTTLING INDUSTRY (216) 
BROCKWAY GLASS CoO.., INC., Brockway, Pa. (918) 
SHERATON 
Representatives: E. M. Tyndall; J. A. Giddings; R. M. Kirk- 
patrick; J. S. Wells; F. Hutchinson; H. Abrahamson; R. Mc- 
Fadden 
Products: Glass containers 

BUBBLE-UP CORP., DR. SWETT'S ROOT BEER, 

O-SO GRAPE CoO.., Peoria, Ill. (406) SHERMAN 
Representatives: R. A. Conover; B. R. Koch; R. E. Ryan; 
M. F. Walser: T. C. Bateman; H. Berg: H. Rogers; P. 
Schauff; E. A. Thomas 
Products: Bubble Up, O-So Grape, Dr. Swett's Root Beer 

BUCKNER EQUIPMENT CoO., Chicago, II}. (1009) 
Representatives: H. D. Buckner; B. Buckner; A. Marks; 
H. R. Goetz; A. Lewin; M. Cohn 
Products: Bottlers’ machinery 

BURNS BOTTLING MACHINE WORKS, INC., 

Balto., Md. (1105) SHERMAN 
Representatives: J. O. White; Mrs. I. Burns Shephard; P. K. 
Girton; W. A. Quinn; B. Fontany: E. B. Burgess: E. F. Irvin 
Products: Burns fillers, conveyors, water coolers 
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CALUMET COACH CO., Chicago, Ill. (1033) 
Representatives: E. D. Holmes; J. Jania; K. Boss; J. Gatto 
Products: Special events refreshment trailer 

CANADA DRY GINGER ALE, INC., New York. N. Y. (330) 

MORRISON 
Representatives: C. R. Bayles; J. W. Ellis: F. E. Bensen, Jr.: 
W. G. Smith: J. C. B. Hawkes; J. Rutan; J. M. Eastman; 
W. F. Brown: D. J. Callahan; W. E. Brayton 
Products: Canada Dry beverages 

CARDOX CORP., Chicago, Ill. (215) MORRISON 
Representatives: D. Brown; R. T. Omundson; C. A. Dunn: 
J. E. McGinn; J. Lamkin: J. Artman; A. Miller, N. D. Whipple 
Products: Low pressure liquid carbon dioxide systems 

CENTRAL TOOL CO., INC., Hartford, Conn. (234) 

Products: Coin bottle vendors 

CHAIN BELT CO., Milwaukee, Wisc. (1002) 

Representatives: G. Schnelke; G. Schnelke; S. Kurtz; J. 
Thuerman; M. Jewett 
Products: Chain belt 
CHAMPION VENDER CoO.., Hopkins, Minn. (908) 
STOCK YARDS INN 
Representatives: E. H. White; J. C. Rieger 
Products: Coin operated bottle beverage vender 
CHAMPION KNITWEAR CO.., INC., Rochester, N. Y. (1011) 
SHERMAN 
Representatives: S. Friedland; H. Lipson; H. Bieber; H. 
Schefter; D. Wolin; P. Rubenstein 
Products: T-Shirts 
CHATTANOOGA GLASS CO., Chattanooga, Tenn. (503) 
MORRISON 
Representatives: C. R. Avery: L. Avery; C. Massa: J. Ryan: 
D. Gordon: R. T. Settles; J. Kraft: F. Adams 
Products: Beverage bottles 
CHERRY BLOSSOMS MFG. CO., St. Louis, Mo. (326) 
SHERMAN 
Representatives: G. W. Sedgwick: J. A. Sedgwick: W. R. 
Scales; E. Hielsberg: M. McCormick: R. W. Thornton; H. 
Basham; B. M. King; R. L. States 
Products: Extracts and concentrates 

CHERRY-BURRELL CORP., Chicago, Ill. (700) SHERMAN 
Representatives: G. R. Pryor: J. W. Farley; D. T. Fitzmaurice; 
E. H. Forster; J. J. Murphy; J. T. Winslow: W. S. Stinson: 
D. H. Burrell 
Products: Stainless steel tubing and fittings, Flexflo centri- 
fugal pump 

CHEVROLET MOTOR DIV., GENERAL MOTORS CORP., 

Detroit, Mich. (415) 

Products: Trucks 
CHOCOLATE PRODUCTS CO., Chicago, Ill. (402) 
SHERMAN 
Representatives: A. T. Kurgans; A. D. Pashkow; H. W. 
Kuper; L. Zien 
Products: Kayo beverages 

CHOK-A-FIZZ PRODUCTS CO., Chicago, Ill. (1116) (Office) 
Representatives: H. Larry; M. Dubow; M. Schnair; Mrs. H. 
Larry: E. Pinkert; Miss R. Cohan; J. Buchanan 
Products: Chok-A-Fizz chocolate soda 

CHRYSLER CORP., DODGE DIV., Detroit, Mich. (925) 
Products: Trucks 

CITRUS PRODUCTS CO., Chicago, Ill. (630) SHERMAN 
Representatives: H. S. Embree; D. E. Woode; G. B. Howard; 
E. B. Leitner; Miss A. Vogt: C. S. Bradley; M. Decker; J. B. 
Foster; E. C. Hopfer; M. Miranda; L. V. Mohlere; J. M. Moore: 
A. R. Powers; F. M. Rippee: T. B. Ross, Jr.; J. G. Sanford; 
L. J. Vermillion 
Products: Kist, Chocolate Soldier, Lemon-Ella, Blue Bird, 
Plus 4 Beverages 

CLARK EQUIPMENT CoO., INDUSTRIAL TRUCK DIV., 

Battle Creek, Mich. (825) Windermere East 

Representatives: H. R. Hansen; J. R. Titlow; J. L. Waugh: 
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‘BOOKED SOLID’ FOR BEVERAGE SALES 


From the earliest spring gatherings 
through the booming park season and 
fall games and festivals, "PLUS" sales 
of beverages can ~ 
be realized with 
Mobile Beverage 
Trailers. 
Any Affair: Plant 
Picnics * Beaches 
and Parks * Com- 
munity Field Days 
¢ Church Benefits. 





Indoor Stadium 
Events * Conventions * Fairs * and of gatherings of 
many others. The service actually ail! 


Order Now for Spring Delivery 
See Us In BOOTH 1033 


A. B. C. B. EXPOSITION 


Cetunet Coaoh Cn 


sells itself as chairmen of events con- 
tact you. Concession rights can be 
obtained for many major events. 


RECIPE for a solid 
booking: Mobile 
Beverage Trailer 
loaded with your 
bottled beverage 
... spotted at a 
Spring gathering. 
Invite committee 
members repre- 
senting sponsors 
every kind. That's 


11575 SOUTH WABASH AVENUE 
CHICAGO 28, ILLINOIS 


| DAD'S ROOT BEER CO., Chicago, Ill. (313) 





L. N. Owen: M. G. Peck: W. E. Schirmer: D. Stearns; G. R. 
Johnson 
Products: Fork lift trucks, hand trucks 

J. L. CLARK MFG. CO., Rockford, Ill. (907) MORRISON 
Representatives: W. O. Nelson; P. J. Rich: F. D. White: W. 
R. Franklin; R. C. Rosecrance 
Products: Aluminum cartons 

CLICQUOT CLUB CO., Millis, Mass. (729) CONGRESS 
Representatives: T. F. Black, Jr.; A. T. Barnard: W. H. 
Parker; P. A. Feiner; R. A. Poindexter; D. M. Crawford; T. 
L. Harless 
Products: Clicquot Club beverages 

CLOVERDALE SPRING CO., Baltimore, Md., (420) 

SHERMAN 

Representatives: G. B. Redmond; P. Martin; C. Beckner; 
R. Koser; A. Tallarico 
Products: Cloverdale extracts 

THE COCA-COLA CO., Atlanta, Ga. (604) MORRISON 
Representatives: F. King: C. Swan; O. Davis; L. Price, Jr.; 
F. Garrett: J. Hurt 
Products: Coca-Cola 

COMMERCIAL FILTERS CORP., Melrose, Mass. (137) 
Products: Filters 

CONSOLIDATED CORK CORP., Brooklyn, N. Y. (516) 

SHERMAN 

Representatives: J. W. Pipes: G. Sweet: B. Schafer; D. 
Lackey; O. A. Brightwell; J. A. Garland; R. V. Torras; B. 
Andrews; R. H. Illing: H. F. Bixby: A. G. Torras; M. Rich- 
ards; M. Riekes; Fred K. Heyman; Ralph Heyman; L. Singer; 
J. Beach; W. Tonissen; D. Moffit; E. Sten; M. E. Stern: 
J. Coghlin; A. Hoppe 
Products: Crowns 


| CORN PRODUCTS SALES CO.., New York. N. Y. (436) 


Representatives: W. R. Edwards; H. S. Fisher; J. F. Glienke 
Products: Cerelose brand dextrose 
CREAM CITY BOILER CO., Milwaukee, Wisc. (341) 

MORRISON 

Representatives: L. A. Henning: Miss A. C. Maher; M. 

Bischoff; D. L. Pellman; J. A. Gerlach; D. E. Ellzey: G. C. 

Moore; L. E. Morris; K. W. Moseley 

Products: Stainless steel equipment 


CRONSTROMS MFG. CO., Minneapolis, Minn. (1114) 


CONRAD HILTON 
Representatives: H. A. Bekhuys; C. E. Porter: T. Raymond; 
C. Eggers; J. Whitney: V. Greer 
Products: Portable refrigerator, iceboxes, coolers, vending 
units 


| CROWN CORK & SEAL CO.., Baltimore, Md. (150, 805) 


SHERMAN 
Representatives: E. J. Costa; J. J. Nagle: C. McManus; W. 
McManus 
Products: Bottling machinery 
SHERMAN 
Representatives: F. Ryder: E. Klapman:; B. Berns; J. Klap- 
man; L. Belman; H. W. Roder; W. Sala; G. E. Kopald 
Products: Dad's Old Fashioned Root Beer 


| THE DELAWARE PUNCH CO. OF AMERICA, San Antonio, 


Tex. (426) SHERMAN 
Representatives: C. T. Abbey: G. S. McDonald; R. Ancira 
Products: Delaware Punch beverages 
DE LISSER EXTRACT CoO., INC., N. Y. C. (1121). MORRISON 
Representatives: W. J. Woodhull; H. Gallagher; J. Sullivan 
Products: Flavoring extracts and concentrates 
DEVELOPMENT ASSOCIATES, Minneapolis, Minn. (908) 
DIAMOND ALKALI CO., Cleveland, O. (356) 
Representatives: C. W. Turner; C. I. Brinkerhoff; E. J. Myers, 
T. L. Poplawski 
Products: Bottle washing compounds, lime scale control, 
sanitation products 
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THE DIVERSEY CORP., Chicago, Ill. (350) 


DR. PEPPER CO., Dallas, Tex. (704) SHERMAN 
Representatives: R. L. Stone; L. M. Green; W. W. Clements; 
E. Marmon; C. M. Barry; M. Green: J. A. Bartield 
Products: Dr. Pepper, S-196, S-96, S-48 vendors, bottle 
carriers 

BRUCE DODSON 4&4 CO., Kansas City, Mo. (135) SHERATON 
Representatives: H. E. Dillingham; J. S. Frame; W. R. Cole; 
P. G. Minteen 
Products: Insurance Service 

THE DOUBLE COLA CO., Chattanooga, Tenn. (520) 

SHERMAN 
Representatives: L. B. Krick; C. D. Little; C. W. Wheland; 
J. M. Geeslin; J. Wall; J. Kirby; D. Carnahan; H. Thead; 
K. Davis; W. A. McMahon; R. R. Ashley 
Products: Double-Cola beverages 

E. I. DUPONT DE NEMOURS 4 CO., INC. 

Wilmington, Del. (123) Bismarck 
Representatives: J. H. Houser; T. W. Holland; E. A. Brit- 
ton; E. V. Grandy; I. E. Isbell; R. W. Mattern 
Products: “Cel-O-Seal” cellulose bands 

EMPIRE BOX CORP., Garfield, N. J. (331) SHERMAN 
Representatives: M. H. Kowal; J. L. Lyons; G. H. Wegener: 
P. C. Klein; H. D. Walton; D. M. Rosenthal 
Products: Carry-out bottle cartons 

G. C. EVANS SALES CoO., Little Rock, Ark. (504) SHERMAN 
Representatives: G. C. Evans, Sr.; G. C. Evans, Jr.; T. J. 
Evans; Mrs. G. C. Evans, Sr.; L. V. Tate, Jr. 

Products: Evans automatic heating unit 

J. D. FERRY CO., Harrisburg, Pa. (1012) 

FILPACO INDUSTRIES, INC., THE FILTER PAPER CO. 

Chicago, Ill. (232) 

Representatives: C. Miller; E. O. Mergen; S. Peale; J. Rus- 
sell; J. Bernotus 
Products: Stainless steel mixing tank; filters 

FIRSTENBERG BOTTLERS’ EQUIPMENT CoO., INC. 

Brooklyn, N. Y. (324) MORRISON 
Representatives: J. S. Goldberg; D. S. Wohl; S. J. Goldberg; 
P. Orilia 
Products: Miscellaneous botiling equipment 

FLAVOREX CoO., INC., Baltimore, Md. (1007) SHERMAN 
Representatives: H. Sachs; I. M. Weissel: A. R. Neumann 
Products: Fruit Flavors, Fudgy Chocolate Soda, extracts 

FOOTE & JENKS, INC., Jackson, Mich. (401) MORRISON 
Representatives: P. W. Thurston; O. W. Badger: C. E. 
Davis: W. S. Maute;: S. Ross; T. J. Torjusen; L. Z. Mathany 
Products: Flavors 

FORD DIV. OF FORD MOTOR CoO., Dearborn, Mich. (231) 
Products: Trucks 

FOUR PERCENT CoO., Detroit, Mich. (914) MORRISON 
Representatives: F. A. Wegener; H. J. Johnson; E. E. Peter- 
son; A. Sher 
Products: 4% beverages 

FRONTIER MFG. CO., Dallas, Tex. (220) 
Representatives: D. O. Beren; W. J. Materka 
Products: Steel carton and case display racks 

THE FROSTIE CO., Baltimore, Md. (833) SHERMAN 
Representatives: E. T. Leonard; G. H. Rackensperger; T. M. 
DeCorse; W. A. Allewalt; A. B. Albritton; M. W. Cooper; 
E. J. Dwyer: J. E. Reed 
Products: Frostie Old Fashion Root Beer 

GAYLORD CONTAINER CORP., St. Louis, Mo. (819) 

SHERMAN 
Representatives: G. G. Hertslet; R. S. Baum; J. Davis; H. 
Willet 
Products: Solid fibre carriers 
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MORRISON 
Representatives: H. A. Reiger; H. W. Kochs; L. Shere; W. 
E. Noyes; B. B. Button; J. M. Sharp; W. H. Rush; J. R. 
McBrien; S. E. Alvis; J. K. Bradford, Jr.; H. B. Conrad 
Products: Diversey cleaners, disinfectants, insecticides 


You can 
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He New Simla yp omllt Washing 


® Brighter, More Brilliant Bottles. Exclusive ' ‘solubilizing”’ 
action of SPEC-TAK keeps dulling ‘water hardeners" in solu- 
tion. Bottles stay film-free... sparkling as never before. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


© Eliminates Scale Problems. SPEC-TAK holds hard water 
salts in solution... they can't deposit on pockets, chains and 
tanks to form costly scale. And solutions !ast longer when scale 
goes because carryover is sharply reduced. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


©@ Fewer Rejects. Rust rings, mold, yeast, fruit pulp disappear 
leaving sparkling clean bottles with SPEC-TAK. Case histories 
show reject rates reduced up to 500%! 


ONE CHARGE OF SPEC-TAK PROVES IT! 


© Eliminates Additives. No need for costly additives or forti- 
fiers... SPEC-TAK is complete! Gives longer lasting cleaning 
power without loss of strength. 


ONE CHARGE OF SPEC-TAK PROVES IT! 
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Smoother, More Economical Machine Operation. Scale 
elimination means machine parts stay new looking and oper- 
ate more smoc+thly with less friction. Excessive drag and wear 
eliminated. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


Solutions Last Longer. “SOLUBILIZING” keeps solutions 
clear after months of washing millions of bottles. Contamina- 
tion is suspended in solution rot on bottles or machine parts. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


Greater Production. SPEC-TAK's thorough, speedy clean- 
ing requires less time for cleaning and rinsing. Machines can 
operate at full rated capacity with fewer shutdowns to change 
solutions. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


Foil Labels No Problem. SPEC-TAK dissolves aluminum foil 
and prevents dissolved aluminum from forming clogging sludge. 
Coil and tank life increased, repairs and replacements reduced. 


ONE CHARGE OF SPEC-TAK PROVES IT! 


. new complete brochure available. Write to Diversey or call your DIVERSEY D-MAN today. 


é THE DIVERSEY CORPORATION 


1820 Roscoe Street 
IN CANADA: The Diversey Corporation (Canada) Ltd., Lakeshore Rd., Port Credit, Ont. 


e Chicago 13, Illinois 








it’s a wise man 





the TREND is to LEMON-LIME! 


wise BOTTLERS know this. 


and know also that lena Lime 





is a leader in the lemon-lime field 


@) 


Cn) is most delicious .. . attractively packaged 
PLUS VITAMIN 8B, 


and LOW CALORIE... today's TREND 





SEE US AT BOOTH 315 AT THE CONVENTION 
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GENERAL BEVERAGES, INC., Chattanooga, Tenn. (530) 
MORRISON 
Representatives: J. Harkins; A. Brown; 3. A. Conover; D. 
Searle; D. Hampton; F. Haley: B. Koch: B. Crawford; C. 
Prather; C. Williams; J. Moseley: R. Bittner; J. C. Cordon 
Products: Donald Duck beverages 
GENERAL HYDRO CO., Washington, D. C. (1130) 
Representatives: P. S. Roller; H. M. Fall 
Products: Dealkalization equipment, coagulative water 
treatment equipment, instrumentation 
GENERAL VENDING MACHINE CORP., Phila., Pa. (1125) 
Representatives: T. Terhune; H. R. Kespohl; R. Terhune 
Preducts: Bottle vending machines 
GIDEON-ANDERSON LUMBER CO., Gideon, Mo. (221) 
MORRISON 
Representatives: M. C. Broker; J. Hunter; D. Elliott; E. Mag- 
nus; J. C. Anderson 
Products: Beverage cases 
GLENSHAW GLASS CoO.., INC., Glenshaw, Pa. (517) 
SHERMAN 
Representatives: G. W. Meyer: J. B. Crawford; A. C. Meyer; 
R. M. Kay; J. W. Auld; J. W. Burke; A. C. Schwartz; W. B. 
Gundling; B. Kirchstein; N. Rosenstone; S. Brandies; W. 
Blitzstein 
Product: Carbonated beverage bottles 
GODCHAUX SUGARS INC., New Orleans, La. (338) 
MORRISON 
Representatives: J. Godchaux; F. W. Deluzain 
Products: Cane sugar products 
THE GOODY CoO., Minneapolis, Minn. (217) SHERMAN 
Representatives: C. M. Wing; H. Goodman; R. Haley 
Products: Goody Root Beer, Goody Orange 


THE GRAPETTE CoO., INC., Camden, Ark. (213) MORRISON 


Representatives: A. R. Allen; B. T. Fooks; W. E. Mankin; 
H. Owen; J. D. Fooks; D. Rife: R. C. Campbell; W. W. Davis; 
V. Neves; R. P. May; J. E. Findley 
Products: Grapette, Orangette, Lemonette, Botl'O beverages 

GREEN & GREEN, INC., Houston, Tex. (414) MORRISON 
Representatives: A. M. Green; J. B. Green, Sr.; J. B. Green, 
Jr.; A. B. Miller, Jr.; R. L. Green; R. H. Green; B. H. Mushkin; 
J. W. Burman; J. B. Ungerer; W. J. Dechelbor; B. Greene; 
E. J. Tremko 
Products: Fruit Bowl, Thrill, flavors and extracts 

GREEN RIVER CORP., Chicago, Ill. (912) 
Representatives: E. A. Pinkert; C. O. Sethness; C. McQuade; 
H. F. Veeneman; W. C. Drake 
Products: Green River beverages 

HERMAN BODY CoO., St. Louis, Mo. (640) BISMARCK 
Representatives: J. Y. Hewitt: L. T. Courtney; J. Plew; L. J. 
Schaedler; B. Mayfield 
Products: Bottlers’ truck bodies 

HESSE CARRIAGE CoO., Kansas City, Mo. (422) 
Representatives: W. Grimshaw; C. T. Falk 
Products: Under-Dek door beverage body 

HEYMAN PROCESS CORP., N. Y. C. (354) 
Representatives: Dr. W. A. Heyman; H. Nathor; C. Boginni; 
D. Courtney; S. Kohen; R. Rausch; Dr. W. Peiton 
Products: Sparkling Coffee, Apple Jackie, dry powdered 
flavors 

CHARLES E. HIRES CO., Phila, Pa. (525) BISMARCK 
Representatives: C. M. Lamason; J. F. Gorski; P. W. Hires: 
D. L. Sloan 
Products: Hires Root Beer 

HURTY-PECK & CO.., Indianapolis, Ind. (510) 
Representatives; L. A. Enkema; A. W. Noling: N. McClel- 
land; G. Burr; R. Carlson; G. Camp; A. Connell; Dick 
Conners; D. Hodson; M. Trowbridge: Walt Sohrweide 
Products; “Superb” brand flavors 





(Continued on Page 90) 
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no other ingredient 






adds so much sales appeal 


for so little 








Regardless of season or climate, National Certified Food Colors 


















assure uniformly-appetizing color in your finished goods. 
An appetizing color is the greatest single spur to sales. 


Products of exceptionally close chemical control, the pure-dye 
percentage in National Certified Food Colors is held within 
remarkably close limits batch after batch. So that once you 

establish a color formula, you can be sure the same formula 


will produce the same shade again and again. 


Fine foods deserve fine colors. For the finest, specify “National”. 


CERTIFIED COLOR DIVISION 
NATIONAL ANILINE DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N.Y. 


Boston Philadelphia Chicago Charlotte 
San Francisco Portiand. Ore Toronto 
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It’s refreshing—so refreshing... 





in the “SWITZERLAND OF THE CARIBBEAN” 


Discovered by Spain, ruled for 
more than a century by France, 
and an independent republic 
since 1802—romantic Haiti is 
another nation of free people 
who look upon delicious Coca-Cola 
as a symbol of friendship as well 
as refreshment. Here, as around 
the world, the pause that refreshes 
with ice-cold Coca-Coia is an 
old and always welcome custom. 





BOPY RIGHT 1963, THE COCA-COLA COMPANY 
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DIETETIC 
GEVERAGES 









State laws, regulations and adminis- 
trative interpretations covering use of 


artificial sweeteners in soft drinks. 


, oo in its second year as a recognized and 
established segment of soft drink industry oper- 
ations, the production of dietetic type beverages 

using one or more artificial sweeteners in place of 
sugar—continues to interest more and more bot- 
tlers. Up to the time of this writing, about 150 bot- 
tlers are marketing this type of beverage, under 
both independent brand names and several national- 
Volume in 1953 is ex- 


ly known franchise brands. 


pected to exceed 5,000,000 cases, obviously a tiny 
fraction of the industry’s total production of over 
a billion cases. 
Production-wise, dietetic beverages are no prob- 
lem. There is only the switch from sugar to the 
artificial sweetener, generally the new cyclamates 
or saccharin, and sometimes the addition as well of 
i “bodying” agent, such as pectin. There are how- 
ever, very definite restrictions against their manu- 
facture in many States, or prescribed regulations 


which must be observed in the others. National 
Bottlers’ Gazette, which has been a prime and often 
an exclusive disseminator of news and developments 
on this subject, urgently recommends to its readers 
that they strictly observe and adhere to these reg- 
ulations. The publication of the following digest of 


the provisions of the Federal Food, Drug and Cos- 





(Continued on Page 83) 
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4 Complete LIQUID Lines 


for new FT plant 
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Four new Liquid lines are now being in- 
stalled in the new James Vernor Company 
plant on Woodward Ave., Detroit, Mich. 
This building occupies seven acres and 
will be one of the largest and most modern 
beverage manulfacturing and bottling 
plants in the world 


FULL DEPTH 
UNCASER 


| 














DELUXE — ae 3 
CARBONATOR “Deliciously different’ is the slogan 
for Vernor's Ginger Ale — 
popular for nearly a century. 
REFRIGERATING 





Outstanding in this company’s notable 
success is their ability to maintain 

the highest standards of quality. 

How natural, then, for this leading bottler 





to select Liquid equipment as the 


mechanical heart of their fine new plant. 





HYDRO JET 


BOTTLE WASHER For Liquid equipment assures 
superlative quality control — 


unvarying product standardization. 
B 





BEVERAGE 
MIXER 








LIQUID LOW 
PRESSURE FILLER 


CARBONIC CORPORATION 


3100 South Kedzie Avenue, Chicago 23, Illino 


“LIQUID 
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Cleveland Coca-Cola guides its pro- 
duction operations along four basic 
considerations — mechanization, pre- 
ventive maintenance, employee versa- 
tility, and visibility. The reward — top 
production efficiency at minimum cost. 


Exterior view of new Cleveland Coca-Cola plant, dressed up with 
large replica of 6-bottle carrier over entrance and huge replica 
of 24-bottle case inside show windo 





RCA case unloader (above) automatically positions 
empties onto washer accumulator, replaces several 
men that formerly did this job. At other end of line. 








Porte all available production know-how to 
work is enabling the big Coca-Cola Bottling Co 
of Cleveland, Ohio, to produce a top-quality product 
at maximum low-cost efficiency. 

The production techniques utilized by the com- 
pany in its one-year-old plant on Cleveland’s east 
side are neither unique nor revolutionary; rather, 
the company simply employs ALL the tried-and- 


tested, common-sense operational methods that are 
best suited to its particular requirements. These 





Standard-Knapp case packer (above) automatically 
loads bottles into cases—also is a big labor saver in 
the plant. 
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basic considerations to which the firm has geared 
its production operations may well be studied by 
other bottlers for they embody fundamental, sound 
plant management principles and procedures that 
could profitably be adapted in any type or size of 
plant. Here they are: 


1. VISIBILITY—The bottling room is so laid out as 
to permit the filler-operator to see every step of the 
production operation. There are no “blind spots” 
in the operation from the time empties enter the 
bottle washer until filled, capped and cased bottles 
move into the loading-storage area. 


This complete visibility of the production cycle 
assures smooth production flow, and additionally, 
has proved a substantial cost-saver. For, if and 
when one element in the production line suddenly 
stops functioning or begins to function improperly, 
the filler-operator—from his see-all position—can 
shut down the entire line immediately. This elim- 
inates the possibility of aggravating the damage 
to the afflicted unit, as well as the spreading of 
trouble to other units in the line. It also prevents 
possible product loss and container breakage which 
oftentimes result when an improperly functioning 
unit is shut down too late. 

2. MECHANIZATION Everywhere possible, the 
plant is using automatic equipment to perform 
work now being done manually in many plants. 
This emphasis on mechanization has increased ef- 
ficiency markedly and reduced labor costs mate- 
rially. 


For example, the firm’s recent installation of 
two RCA electronic inspection units resulted in the 


This view of production line shows pre-mix system in 
the background, with filled goods moving along twin 
conveyor lines towards RCA electronic inspection units. 
Installation of “electric eyes’ eliminated inspectors. 








immediate elimination of two manual inspectors 
from the payroll. The electronic inspection devices, 
since they eliminate human frailities, also offer a 
guarantee of absolute product quality. How im- 
portant this is in practical terms is evidenced by 
the fact that damage claims against the company 
(for product impurity) are practically nil. And, 
consequently, the company’s product liability insur- 
ance rates already have been substantially reduced. 


Another important aspect of the company’s 
stress on mechanization is that all equipment units 
were purchased on the basis of the job to be per- 
formed. Sometimes a plant will re-equip with ma- 
chinery that is too large for its needs; hence, this 
equipment will remain idle for great lengths of 
time, eating up valuable rent space. Or, a plant 
may buy machinery that is too small, with the 
result that it (and employees) will be called upon 
to work overtime. Both extremes are unnecessarily 
costly, of course. The equipment used by Cleve- 
land Coca-Cola may be described as a happy com- 
promise between the two, with the result that idle 
time of machinery and overtime work are kept to 


a practical minimum. 


Discussing the further benefits of mechanization, 
plant manager J. T. Corbley points out: “A ma- 
chine always shows up for work—even when a good 
ball game is on.”” Production Manager Walt Leonard 


and his assistant, Bob McCollister, heartily concur.. 


A graphic illustration of the value of mechaniza- 
tion to the company is perhaps best obtainable 
from a rundown of the automatic equipment used 


in the plant’s two lines. 


Each line, generally run at 300 b.p.m. is com- 


posed of a Meyer Dumore bottle washer (one 24- 


Crowns are fed into crowner through chute leading 
from specially-built, stainless steel storage hopper. 
Hopper, filled at night so as not to interrupt production 
schedules, holds 600 gross of crowns. 




















Ve 


Production figures are checked regularly by Plant 
Manager J. T. Corbley, Production Manager Walt 
Leonard, and Assistant Production Manager (standing) 
Bob McCollister. 





wide, one 28-wide), 50-spout Meyer filler, Meyer 
Synchrometer, Meyer deaerator, Mojonnier Carbo- 
Cooler, Standard-Knapp case packer and RCA un- 
packer. Also an important part of each production 
line is a specially-built, stainless steel crown hop- 
per, having a capacity of 12 boxes of crowns (600 
xross). 

The syrup room features one of the largest syrup 
storage tanks used by any bottler anywhere in the 
country. The unit, built by Cherry-Burrell, has a 
5,000 gallon capacity—enough syrup for 600,000 
bottles or 25,000 cases of Coca-Cola. 

Other major units in the plant include a six-ton 
Pure Carbonic converter for liquid COxz, Infilco 








Six fork lift trucks efficiently handle loading and 
unloading of delivery fleet, as well as other materials 
handling needs. Fork-lift-and-pallet system has proved 
big time and labor-saver. 

















Plant’s sirup room houses one of the largest sirup 
storage tanks in the country. Unit, made by Cherry- 
Burrell, has a 5,000-gal. capacity—enough to produce 
660.000 bottles of Coca-Cola. Left view shows front of 
unit; right view gives a better idea of its impressive 
s1ze. 










water treating plant, Chicago Pneumatic oil-free air 
compressor, two Allen Coz filters, two Liquid Car- 
bonic paper filters, Durant Productimeters, Meyer 
| bottle conveyor, Standard case conveyor, and two 
York Steampak boilers (one 80 h.p. and one 100 
h.p.). One of the boilers is used as a_ standby. 
Materials handling is also mechanized, with the 
plant using the fork-lift-and-pallet system (Clarks). 


3. EMPLOYEE VERSATILITY—Even the most mech- 
anized of bottling operations requires employees, 
and just as the company is getting maximum per- 
formance from its equipment, so is it receiving top 
output from its personnel. How? Mainly by train- 
ing all employees thoroughly—not only in their main 
tasks, but in at least one other production job. 
Thus, for example, absenteeism does not play havoc 
with production schedules, since a “‘missing’” em- 
ployee can be quickly and safely replaced. Versatile, 





The 
All -Family 
Drink / 


SO pure...SO good... 
so wholesome for everyone! 








Firm maintains two York Steampak boilers—one 80 
h. p. unit, the other a 100 h. p. unit. Only one boiler is 
regularly used; the other is a stand-by. 
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Trucks are regularly checked, overhauled and painted in special truck repair shop. 


In-plant maintenance system has sharply cut outside repair bills, and serves to extend 


longevity of equipment. 





well-trained production crews mean less production 
mistakes, less equipment breakdowns, and less waste 
motion—all of which contributes to higher effi- 
ciency and reduced costs. 

4. PREVENTIVE MAINTENANCE—To prevent equip- 
ment from deteriorating unnecessarily (which 
means more frequent outlays for machinery re- 
placement), and to avoid assigning repair work 
to outside firms (which is expensive), the company 
practices a thorough preventive maintenance pro- 
gram. This program includes periodic checks, 
clean-ups, and repair of all production and delivery 
units. Among the plant’s maintenance facilities are 
a completely-equipped truck repair shop (for its 
fleet of Whites, Dodges, Fords and Internationals), 
a vendor repair shop, and an advertising repair 
shop (which also makes signs). In addition to keep- 
ing equipment in top production efficiency and ex- 
tending its longevity, the preventive maintenance 
program has the supplementary benefits of (1) 
holding plant accidents and unforeseen equipment 
breakdowns to a minimum, and (2) helping insure 
a quality product at all times. Also in the interest 
of product quality, the firm maintains a completely- 
equipped laboratory. 

The four main considerations guiding the firm’s 
production operations—visibility, mechanization, 
employee versatility, and preventive maintenance 
are helping Cleveland Coca-Cola achieve top effi- 
ciency in all areas concerned with production. Its 
score in cases-produced-per-man-hour, for example, 

a vital yardstick—is extremely high. 

Significantly—but not surprisingly, the same 
careful planning that has gone into its production 
operations has also been extended to its selling 
methods. For instance, in recognition of today’s 
trend to mechanized selling, the firm has a tre- 
mendous vendor placement program in effect. It 
already has several thousand vending machines on 
location (comprised of Vendo, Vendorlator, Mills, 
Cavalier, Westinghouse and Jacobs units), and 
fourteen of its 33 routes are devoted to the place- 
ment and servicing of these units. 

Cleveland Coca-Cola also operates a second plant, 
on the west side of the city, this one featuring two 


highly efficient Liquid Carbonic production lines. 





Cleanliness is part of the plant's 
business, so dealer signs are sys 
tematically cleaned, repaired and 
pa.nted in special paint shop. 








Plant maintains a complete vendor maintenance shop for the thousands of units it has on 
location. Vendors are regularly picked up from dealers, repaired, buffed, painted. Plant 


also has facilities for repair of coin changer equipment. 
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To Bring You 
Plenty of 


Round Trips 








GAYLORD 
Beverage Carriers 


There’s a reason why Gaylord carriers 
stay strong, straight-stacking and 
CF good-looking. These are the only 
beverage carriers built of Gaylord’s 
patented solid fibre board... 
specially developed by Gaylord 
eS scientists to withstand rough 
handling and moisture. 


Testing Board for Whiteness 





For help in finding the 
beverage carrier that will reduce 
your botile-handling overhead, 
consult your nearby Gaylord 
Sales Office listed under 
"BOXES (Gaylord)” in the 
classified section of your 
phone book. 





Sales Offices: Coast-to-Coast 


GAYLORD CONTAINER CORPORATION 
General Offices: ST. LOUIS 


fed 


Fibreboard is used in 


Unusual Beverage 
Promotions... 





3-D INVADES BEVERAGE FIELD 


“Flyboy”, popular children’s TV show on KTLA, Holly- 
wood, is being used to offer an unusual 3-D TV set, com- 
plete with eight 3-D pictures, 3-D glasses and Flyboy 
story script for Dad's Root Beer Bottling Co., Los Angeles. 
The 3-D premium is available for 25c and two Dad's 
bottle caps. The premium ties in directly with the TV show 
by using an adventure story of Flyboy and 3-D pictures 
of the puppet characters. Streamers and bottle toppers 
are used to merchandise the premium at the point-of-sale. 








COLOR TRAILER PEPS DRIVE-IN SALES 


After considerable research The Charles E. Hires Co. is 
now making available the first of a series of full color 
animated cartoon type of “trailers” for outdoor Drive-Ins. 
Many of these 35MM. films are alreacy showing on a na- 
tional coverage basis and are fullfilling the purpose of 
capably promoting sandwiches, popcorn, ice cream, candy 
sales for operators, as well as adding to their already 
profitable nightly volume of Hires Root Beer. 


The initial cartoon (illustrated above) is high in audien-ze 
appeal with good comedy relief, using a thirsty Romeo 
and Juliet to coordinate Hires National “Oldtime Flavor 
since 1876” theme and helping theatre management put 
across the idea “our refreshment stand serves the best.” 
The Hires film is 45 seconds, including the adequate 
tags devoted to general refreshment stand sales 
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The SUN SPOT boys 
ate waiting to 
welcome you 


at Booth 238 






































It’s good to get together with all our grand friends at the 


Big Convention. Stop in at the booth and make yourself at 
home. And we’ve got some great news for you too, about 


SUN SPOT’S sensational promotional program for 1954. 


SUN SPOT COMPANY OF AMERICA 
Home Office: 1500 RIGLEY ST. BALTO. 30, MD. 
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Pile Em Up To Keep Costs Down 








A Pacific Coast bottler beats space, manpower, 
breakage, and other problems with palletization. 





Sous > ago, » Coca-Col: ing Co. [ Sg t i , askance ¢ + ¢ sider: - sS . * 

: time ago, the Coca-Cola Bottling Co. of San And it looked askance at the considerable loss The lift truck places a load of empties at the conveyor. 
Diego, Ltd., took a careful look at its plant and pro- caused by bottle breakage, as well as the slow and Empty pallets are transported by lift truck to the pallet 
duction techniques, and found itself with a four- inefficient handling of cased goods in the plant and loading Staten shown Rveuge Gis Geer Gt seen. 
edged problem. in truck loading operations. 


Its expanding production needs required increased 
storage capacity and lower operating costs. The Solution 
The increased demand for its product pressed 


heavily on its limited storage capacity. To overcome these difficulties, the executives of 

The company, like others in the community, faced the company decided on drastic action. The plant’s 
a severe manpower shortage, as well as rising costs conveyor system was entirely rearranged as shown 
of manpower. in the Flow Chart. Another big step involved in- 











* FULL GOODS 
STORAGE 


FULL GOODS 
STORAGE 


FULL GOODS 


STORAGE | 
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PALLET CONVEYOR 





DOUBLE ON FLOOR 
10 CARRY F GOOOS 





















EMPTY PALLET CONVEYOR 


4 

' 

' 

Saat 

| 

| 

LET ON DOUBLE CONVEYOR 1 
1O BE LOADED WITH CASES 
6 INCHES HIGH AT THIS END 
48FT LONG SLOPE TO FLOOR 
LEVEL AT FAR END 


A sloping conveyor and 42-case palletized loads provide 
safe, fast movement of bottled Coca-Cola. 











FULL CASE COVERING 





sa” HIGH 


TRAFFIC COP 








TRUCK PARKING LANE 


PALLETS WITH EMPTIES 
PALLETS WITH EMPTIES 











AND 
WASHER 
LoapER 


r 
' 
YARO AREA 

! FOR LOADING ANE 


+ a —— 


UNLOADING 


PRODUCTION 
orrice 


FORK LIFT ROUTE WITH EMPTIE FOR LIFT ROUTE WITH FULL 





[Dar ¢ PERATION AND ALS (ac ODS DAY OPERATION AND 
ange qu « 
> LNIGHT UNLOADING ALSO NIGHT LOADING 











Flow chart of pallet movement for both fulls and empties Moving filled cases into storage and stacking pallets two 


in the plant of the Coca-Cola Bottling Co. of San Diego. high is an easy job for the Towmotor lift truck. 
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[Xo) Ke): 
PRINT 


xO LES 





roe me otoll nl af -¥ 


she'll see your 
brand first 

if it's in 
Color-Prints. 


“No need to wonder about increasing sales . . do 


‘something about it by packaging your brand 


this modern, sales-insuring Glenshaw way! 


stallation of 3 Towmotors which made palletization 
of all loads an important part of modern mass hand- 
ling techniques. 

Today, palletized 42-case unit loads are standard 
in every department. Outgoing trucks are loaded 
complete with pallets, and return with palletized 
empties. Both loading and unloading operations are 
completed in a few minutes per truck, a fraction of 
the time formerly required. 


Pallets are loaded directly on trucks with 42-case loads, 
quickly and easily. Unloading is equally speedy because 
empties are also palletized. 


These steps brought the following results: 
e Storage capacity increased 60° with high stack- 
ing of 42-case unit loads. 
@ 400 man-hours saved weekly during peak seasons. 
Former needs: 1520 man-hours. With the fork 
trucks: 1120 man-hours during a comparative 
period. 
e Over-all handling costs reduced one third. 
e Breakage of bottled goods reduced 60°; case 
breakage cut nearly 50°. 
e Working conditions improved; physical require- 
ments for workers less rigid than formerly, permit- 
ting a more extensive selection of manpower. 
Under the circumstances, executives of the com- 
pany are all hopped up about the advantages of 
adapting existing facilities to a more modern method 


of materials handling. 


Barber Shop Sales Vetoed 

The measure to permit the sale of soft drinks in 
barber shops in California, introduced into the last 
session of the State Legislature by Senator Earl D. 
Desmond, and passed by both Senate and assembly, 
will not become law after all, Governor Earl Warren 
having declined to sign it. No reason for the veto 
was given. The measure had the backing of the 
California and Nevada Manufacturers of Carbon- 
ated Beverages. Members of this organization held 
that the ruling of the Attorney General that soft 
drinks could not be sold in barber shops was not 


good publicity for the industry. 
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BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 











LEGEND: 


[_] Outlined areas—solidly higher prices. 
Shaded areas—prices moving upward. 


ait 


@ Redareas -—-solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s new monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. Price changes were few in number in the past 30 days, and occurred principally 
in New Hampshire and Louisiana. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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Keeping the dies sharp and accurate is the 
key to making fast-feeding crowns. We 
spare no expense, time or effort to make 
sure that the dies on our stamping presses 
are always sharp and clean cutting. That is 
why CCS Crowns give such outstanding 
performance on high speed bottling lines. 
Crown Cork & Seal Company, Baltimore 3, 
Maryland. 


The longer you run 





—the faster you run 





the more you'll appreciate 





the superior performance of 


CCS CROWNS 








Chicago, Illinois. 





J 











See US ot Booths 150, 151, 156, 250, 256, 
ABCB Exposition, International Amphitheatre, 
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Cities 





Aliceville 
Anniston 
Birmingham 
Fayette 
Gordo . 
Guin 

Jasper 
Montgomery 
Mobile 
Russellville 


Cities 





Phoenix 
Tucson 
Safford 
Douglas 
Yuma 





BEVERAGE PRICES BY STATES 














* $2.75 price is on no-deposit quarts. 


Cities 





Fort Smith 
Jonesboro 
Little Rock 
Texarkana 
Fayetteville 
Camden* 
Eldorado* 
Fordyce* 





* All e.rce pt Dr. Pepper and Coca-Cola. 


Cities 





Sacramento 
Stockton 
Berkeley 
Oakland 
San Francisco 
San Jose 
Fresno 
Bakersfield 
Pasadena 
Los Angeles 
Long Beach 
San Diego 





ALABAMA 

6-8 oz. 10-12 oz. Quarts 
.96 

.96 

.96 .96 2.00 

96 

.96 

.96 

.96 

.80 .80 

.80 .80 

.96 

ARIZONA 

6-8 oz. 10-12 oz. Quarts 
80-1.10 .80-1.10 1.25-1.90 
80- .90 .80-1.10 1.25-1.60 

.80 80 1.25-1.60 

.80— .90 1.25-2.75* 
1.10—1.20 1.20 1.25-2.10 
ARKANSAS 

6-8 oz. 10-12 oz. Quarts 
.80 .80 

.80 .80 

.80 .80 

.80 .80 

.80- .85 .80— .85 

80- .96 .80-— .96 

80- .96 .80- .96 

80- .96 .80- .96 
CALIFORNIA 

6-8 oz. 10-12 oz. Quarts 
.90-1.30 1.35 1.60—1.80 
.90-1.10 1.10-1.20 1.60-1.80 
.90-1.20 1.20 1.25-1.60 
.90-1.20 1.20 1.25-1.60 
.90-1.20 1.20 1.25-1.60 
1.00-1.20 1.30 1.50 
1.00-1.30 1.30 |.60-2.00 
1.20-1.30 1.30 1.60-2.25 
1.35 1.35 1.80-2.25 
1.35 1.35 1.80-2.25 
1.35 1.35 1.80-2.25 
1.20-1.35 1.35 |.60-—2.00 












































COLORADO 
Cities 6-8 oz. 10-12 0z. Quarts 
Denver 80- 96 .80-1.00 1.15-1.40 
Colorado Springs ....1.20 1.30 1.15-1.40 
Pueblo .... 1.20 1.30 1.15-1.40 
Greely ... 1.00 1.00 1.15-1.40 
Sterling "1.40 1.40 1.20-1.60 
Trinidad . 96 .96 1.20—1.40 
Alamosa 1.25 1.25 1.60 
Salida 1.25 1.25 1.60-1.80 
CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
Waterbury 80-1.12 1.00-1.20 1.25-1.85 
Hartford 80-1.12 1.00-1.20 1.25-1.85 
New Haven .80-1.12 1.00-1.20 1.10—1.85 
Bridgeport .75-1.12 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 6-8 oz. 10-12 oz. Quarts 
Wilmington 80- .96 .80— .96 1.00-1.60 
DISTRICT OF COLUMBIA 
Cities 6-8 oz. 10-12 02. Quarts 
Washington .70-1.20 .80-1.20 .80—1.65 
FLORIDA 
Cities 6-8 oz. 10-12 oz. Quarts 
Pensacola .80 
Tallahassee .80 
Jacksonville* .8B0-— .96 
Orlando* .80-— .96 
Lakeland 80-— .96 
Tampa* .80-— .96 
St. Petersburg* .80- .96 
W. Palm Beach* 80— .96 
Miami* 80- .96 
Key West* 80- .96 
all except Coca-Cola, | hich is .80. 
GEORGIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Atlanta 80- .96 .80- .96 1.60-2.00 
Augusta 80-1.00 .80-1.00 1.60-2.00 
Macon .80 .80 1.60 
Columbus .80 .80 .80 
Savannah 80- .96 .80- .96 1.60 
LaGrange 80- .96 .80—- .96 1.60-2.00 
West Point 80-— .96 .80- .96 1.60-2.00 
Valdosta 80- .90 .80- .90 1.60 
Albany 80- .85 .80- .85 
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Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joliet 
Chicago 
Decatur 
Peoria 


Rockford 


Cities 





Evansville 
Indianapolis 
Terre Haute 
Gary 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Baton Rouge 
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IDAHO 



































6-8 oz. 10-12 oz. Quarts 
.90 .90-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50—-1.80 
.80--1.00  .80-1.00 1.60-1.80 
ILLINOIS 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80- .96 
1.20 1.20 1.60 
.75-1.20 .80-1.20 .80-1.90 
1.00-1.40 1.00-1.40 1.20-1.60 
.79—1.40 1.40 1.85 
80-1.20 .80-1.20 1.00-1!.60 
INDIANA 
6-8 oz. 10-12 oz. Quarts 
80- .96 .96 1.25-1.60 
.80 .96 
80- .96 .80—- .96 1|.20-1.60 
96-1.10 .96—-1.10 1.20-1.40 
IOWA 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80— .96 1.30-1.85 
.80-1.20 .80-1.20 1.50—1.85 
80— .96 .80-1.20 1.40-1.85 
96-1.20 .96-2.40 1.45-1.85 
.80-1.20 1.20-2.40 1.30-1.85 
80—- .96 .80— .96 1.10-1.85 
.80 80- .96 1.10-1.40 
.96—1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 07. Quarts 
.96 .96—1.10 
.80 .80 |.25-1.60 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
.96 
.80-1.12 .96 
.70— .80 .96 
.80 .96 
.80 .96 
.80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 


81'/2-1.00 .81!/.—1.00 


when speed really counts... 










Plants at: BALTIMORE 





give you 


LONGER, FASTER RUNS 





Fill up the hopper with CCS Crowns and watch the performance of your 


bottling line. A single day may not tell the whole story ... but over a 


period of days you will find that they give you longer, faster runs... 


that you get fewer stops, more cases per day, lower cost per case. 


This extra performance results from the extra quality of CCS 


Crowns. It is also the reason why year after year more CCS 


Crowns are used then any other kind. We invite you to compare their 
performance on your own bottling line. Crown Cork & Seal Company, 
Baltimore 3, Maryland. Originators and World's 


ST. LOUIS « 


DETROIT -« 


SAN FRANCISCO 


« LOS ANGELES « 
Branch Warehouses Throughout the Notion 


Largest Makers of Crown Corks. 
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BIRMINGHAM (Leeds, Ala.) - ready for 1954 season 
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clean your cases 
THE MODERN WAY 
DUMP AIR BLAST SHAKE 











MILLER HYDRO 
Hiv: Matic 


Clean Bottles deserve clean cases, and clean cases are important 
to good merchandising and higher profits. The Miller Hydro Air- 
Matic Case Cleaner delivers cases that are absolutely clean. Does 
not damage cases, paint .or partitions. Take this step now toward 


speedier and more efficient production. 


. WRITE FOR COMPLETE INFORMATION 


MILLER HYDRO CO. 


Manufacturers of Miller Hydro Bottle Washers * Miller Hydro 

Case Packers « Miller Hydro Bottle Conveyors + Miller- 

Kendall Mixers «¢ Miller Hydro Inspection Lights + Miller 

Hydre Air-Matic Decasers + Miller Hydro Air-Matic Case 
Cleaners 


eh tte 


WEST coast s 
JOUM MULHERN CO. san FRANCISCO 
searrie 


GEPRCSEMTATIVE 








g Bottler 
ince 1913 
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Hammond 
New Orleans 
Shreveport 
Bogalusa . 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 

New Iberia .... 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 


Cumberland 
Silver Springs 


Cities 





Fall River 
New Bedford 
Taunton 
Springfield 


Worcester 


Cities 





Marquette 
Bay City .. 


Grand Rapids . 7 


Saginaw 


_ Flint 


Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona 

Red Wing 
Detroit Lakes 
Austin 
Moorhead 
Owatonna 


























.83-1.00 .83-1.00 
.78-.81/,  .81!/4-.82 
-96-1.00 .96—1.01 
1.00 1.00 
.. 96 .%6 
-— .96 
ae .96 
.1.00 1.00 
85 85 
1.00 1.00 
aoe .... 1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
80- .90 .80- .96 1.90-2.65 
.90-1.10 1.10-1.20 1.20-1.80 
80- .90 .80— .96 1.90-2.65 
.72- .96 .80—- .96 1.00-1.60 
MARYLAND 
6-8 oz. 10-12 0z. Quarts 
80- .96 .80—- .96 1.00-1.60 
80- .96  .80 1.20 
.80 80-— .96 1.20 
80- .96 .80- .96 1.20 
80- .96 .80- .96 
80- .96 .80- .96 1.20-1.40 
MASSACHUSETTS 
6-8 oz. 10-12 oz. Quarts 
70- .96 .80-1.20 1.00-1.60 
.70- .96 .80-1.20 1.00-1.60 
70- .96 .80-1.20 1.00-1.60 
72-1.12  .80-2.08 1.25-1.60 
-65—- .96 .65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
woe 1.50 |.50—1.80 
. .90-1.12 1.10-1.25 1.44-1.60 
.90-1.00 1.25 1.35-1.90 
90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 .96—-1.25 1.25—1.60 
.96-1.00 1.10—-1.25 1.20-1.85 
96—1.12 1.10-1.25 1.45-1.66 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 1.45-1.60 
.96—1.20 1.35-1.65 
.96—1.20 
1.20 1.35 
1.20 
1.20 
1.20 1.40 
.96—1.20 
1.20 1.40 
1.20 





(Continued on Page 77) 
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® Unlimited production facilities 


@ Complete technical service 


@ Accurate blending 


®@ Nationwide distribution 


Write us for Prices and Detailed Information. 


U.S.P. Vitamins in bulk 
@ 
Aisu available in carriers for e 
easy, accurate and e onomica! INC. 


FOFTINERTION GF SUBSIDIARY OF STERLING DRUG INC. 





Roccal —the original quater 1450 BROADWAY, NEW YORK 18, N. Y. 
145 Lake Shore Drive, Chicago 11, Ik 
WAREHOUSE STOCKS: Rensselaer, N.Y., Chieago, Los Angeles 


FACTORY: CINCINNATI, OHIO 





naryammce ni im sanitizing agent 








Branch Office 
{rlanta, Boston, Buffalo, Chicago, Dalla Aansas City (Mo.), Lo ingeles, Minneapolis, Portland (Ore.), St. Lou 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 


Steevie Chom 


Subsidiary of Sterling Drug Inc. 





berb 


AROMA and FLAVOR — 


The Result of Skill and Experience 


i sike the finest Napoleon brandy ... ZIMCO, the 
Original pure Lignin Vanillin, approaches perfee- 


tion in exquisite aroma and superb flavor. 


ZIMCO’s outstanding excellence and uniformity of 
flavor are the result of its exclusive, patented manu- 
facturing process ... developed through years of 


scientific experiment and research, 


For the taste and aroma that delights customers and 
sells more products, leading food processors insist 
on flavors made with ZIMCO Vanillin. 


Remember ... your best source of finished, ready- 
to-use flavors is your flavor manufacturer. Ask him 
about ZIMCO, the Original pure Lignin Vanillin, 


There’s nothing finer. 
& « 


WORLD'S LARGEST SELLING VANILLIN 





Consult Your Flavor Supplier 





@ 1450 BROADWAY, NEW YORK 18, N. Y. 


SNC. @ 445 LAKE SHORE DRIVE, CHICAGO 11, ILL. 
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Bottler Makes 
A Dramatic Comeback 


Employees, neighboring plants, and 
parent company all pitched in to enable 
tornado-struck plant to resume normal 
operations 10 days after disaster. 


.: 
aga 





RESTORATION CONTINUES—Workers put on a new 
roof and give a new wall to the Dr. Pepper plant in 
Waco which suffered an estimated $55,000 damage in 
recent tornado. The plant was operating ten days after 
the tornado through the cooperative effort of the Dr. 
Pepper Company and employes. 





Ten days after the May 11 tornado swooped down 
on the Dr. Pepper Bottling Plant in Waco, Texas, 
the plant was back to normal operation and the 
Waco-bottled beverage was once again being distrib- 
uted in the area. 

The plant was devastation in the heart of devas- 
tation. The wind shuftled the tile on the roof, tore 
off one-third of the roof, and ripped gaping holes in 
a second-story brick wall 12 inches thick, baring the 
inside operations to celestial bodies at a glance. 

All but a few windows on the south side of the 
building were shattered; a tall smokestack was sliced 
off ; a cooling tower was moved from its base; and 
flying debris battered, recoiled and battered about 
30 dispensers on the open second floor and left the 
maintenance shop in chaos. 

Outside the building was more destruction. Two 
feet of rubble buried the streets on two sides and 
littered a 100-foot-square concrete loading area. Six 
company vehicles were crushed by the brick wall of 
a firm next door and four others were badly dam- 
aged, leaving 20 vehicles still operational. 

“One truck was torn up by flying tar paper,” said 
Manager C. D. Harris. ‘We looked and looked for 
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“It says—the Nehi Line is the most 
complete line in the industry.” 


NEHI CORPORATION 
COLUMBUS, GEORGIA 
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() MAINTENANCE 
e EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid CO2 Delivery and Storage. 


They know how CARDOX COz is delivered by 
tank truck and pumped by the ton into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
—simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it's done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO? Supply Depots at: 


Norristown, Penna. 


BULK LIQUID 








and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


2 Based upon reasonable consumption requirements 


BELL BUILDING « CHICAGO 1, ILLINOIS 
Suffolk, V $t. Lovis, Mo. Barberton, Ohio Dearborn, Mich. 


Oakland, Calif. tos Angeles, Calif. San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 
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evidence of something else having destroyed it be- 
cause we couldn’t believe it; but we could find 
nothing.” 

The metal canopy over the loading dock and stor- 
age areas was twisted in grotesque patterns and 
1,000 cases of bottles were destroyed. 

3ut nature wasn’t finished. Drenching rains con- 
tinued through the week to hamper salvage opera- 
tions as if she resented man’s attempt at restoration 
of his work. 

Water soaked through office furniture and 1,000 
bags of sugar. There was no way to stop it. It came 
through the roof everywhere. 

Total damage was estimated at about $170,000, 
exclusive of the vehicles damaged and destroyed. 

The choas was enough to sicken hearts as the men 
shuffled through their ravaged plant. And to add to 
the distress, repairs and alterations costing $5,000 
had just been completed at 11 a.m. the day the tor- 
nado struck. 

Included in the repairs was a cyclone fence built 
around the parking area across the street to the 
west but it was no match for the tornado. 

“There wasn’t a crack in the building before the 
storm. If it hadn’t been built like a fort, we would 
have all been killed,’”” said Harris. 

The building, constructed in 1907, has an 18-inch 
brick wall to the second story and had a 12-inch brick 
wall from there to the roof, Harris said. 

Ve lit out like a covey of quail when the storm 
hit, trying to get to the heavy wall next to the ramp. 
Those heavy fire doors were flapping like bed 
sheets.” 

But after the Monday 
thoughts of the 70 employes returned to getting 


afternoon shock, the 
back into production Tuesday. But above all were 
thoughts of Vernon Powell, a company worker who 
had been seen last putting a truck in the parking 
lot across the street. 

He was finally located Thursday, crushed in the 
truck in the parking lot when the wall of a nearby 
building collapsed on him. 

“We didn’t get much work done until we found 
him,” said Harris. He was the company’s only 
casualty. 

Nobody lost a day of pay as restoration opera- 
tions began. A bulldozer was brought in to clean up 
and workers who had been accustomed to dealing 
with bottles found themselves shoveling debris from 
around the plant. 

Representatives from Dallas hesdquarters ap- 
peared Tuesday to aid in the operation, including 
Vice-Presidents C. L. Callaway and Ed Millican; 
Hugh Thompson and Hilton Folkes. 

“It wasn’t too difficult,” said Harris modestly. 
“The men knew what to do and did it. That’s the 
advantage of having a veteran crew. Most of them 
have been here a long time; and W. G. Dorris, our 
production manager, has been here since 1909.” 
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BACK TO NORMALCY—A newsboy and friends guzzle 
their free drinks and watch the caser at the Waco Dr. 
Pepper plant under the supervision of Henry Fleisch- 
hauer. Plant Manager C. D. Harris said he knew the 
tornado damaged plant was back to normal when the 
newsboys and their friends began coming in again for 
“drinks on the house.” 





Three days after the storm the company had set 
up a supply headquarters at a trucking company on 
the south side of the town. 

Dr. Pepper bottling plants from Dallas, Wax 
hachie, Temple, and Corsicana were hauling Dr. 
Pepper into the supply headquarters where it was 
distributed by trucks from the Waco plant so that 
the outlets were serviced. 

The company in Waco distributes to 2,700 out- 
lets in a 35-mile radius around Waco with a popu- 
lation of 241,000. 

“Everybody was nice. They knew and _ under- 
stood. Other bottling companies here offered to do 
our bottling for us during the emergency but we 
didn’t accept because we would have had to send our 
bottling force there and we needed them here.” 

And Harris’ decision proved to be a sound one. 
Even though 150 retail outlets were destroyed in 
the storm (30 are restored now), the company sold 
500 more cases of Dr. Pepper during May than they 
did in 1952 in spite of being shut down for ten days. 

The outside workmen are still there patching up 
the roof and walls but it doesn’t bother the Dr. Pep 
per men inside. As far as they are concerned, the 
plant returned to normal operation the day the ful! 
bottles began flowing off the assembly line. 

And when they did flow, the employes worked 
long hours for a few days to bring service back to 
normal in the retail outlets who had been short of 
the usual supply for ten days. 

Throughout the plant there is an air of harmony 
and cooperation that usually comes only from men 
who have been through an ordeal together—and 
they certainly have. 

Said Harris as he leaned thoughtfully over his 
water-warped desk, “It’s funny what those tornados 
can do. The wind tore off every one of the money 
boxes on the machines in the devastated area, took 
out the money and placed the money box behind 


the machines.” 
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SOAKER-TYPE 


BOTTLE WASHER 


For CLEANER BOTTLES at LOWER COST 


The Standard ‘’D & L” Bottle Washer gives you faster, 
more efficient service at a remarkably low operat- 





ing cost. Rugged construction, and mechanically 
simple design, helps eliminate costly upkeep and 
provides unparalleled dependability. The “D & L” 
is designed to eliminate scratching, chipping and 
abuse of bottles. Above all, a "D & L” in your plant 
will make an attractive installation. Plan on a 
“D & L” Bottle Washer .. . the wise choice of expe- 
rienced bottlers everywhere. 


“D&l” JOB-PROVEN WASHERS 
Protect your Product and Reputation 


DOSTAL & LOWEY COMPANY 


MENOMONEE FALLS WISCONSIN 





OES A BETTER JOB 


& 


ATA OWER COST 





AUTOMATIC UNLOADER 
Efficient, Effective — Filler can be 
placed on either side, 





SWIVEL CAUSTIC HEADER 
Swings out for accessibility — Rinse 
Headers easily pulled out. 





DRIVING MECHANISM 
Smooth running — totally enclosed. 
Variable speed control. 










FRANK FEHR BREWING CO. 





SPEEDS UP DELIVERIES WITH NEW 





—> OTHER IMPORTANT FAGEOL VAN ADVANTAGES 


—more favorable payload to weight ratio than 
is available in any other standard production 
truck * Fageol Vans weigh 500 to 3,000 Ibs. less 
than many other trucks * lower license and regis- 
tration fees due to lower net gross vehicle weights 
* 10% to 15% faster load handling * easier to 
drive in traffic, park and store * attractive appear- 
ance * 20 to 35 foot body sizes * world’s safest 
and strongest truck because of Fageol *Super 
Freighter integral design * mechanical components 


of International R-160-170-180-185-190-200 and 


RF-190seriestrucks * tremendous advertising value. 


*Registered trade name. 


—> Because of their greater payload 
capacity and maneuverability, 
Fageol Vans are ideal for the use 
of progressive brewers like the 


Frank Fehr Brewing Co., Louisville. 


In Fageol Vans, only 4 feet 
of the truck length is taken up by 
engine and cab. The rest carries 
profitable payload . . . from 200 to 
500 MORE cubic feet than other 


trucks of equal length and wheelbase. 


Curbside and roadside doors 
may be located as desired... 


units are available with insulation, 


special interior lining ... half-width, 
full-width, or jack-knife rear doors. 


.. It’s always FEHR weather! 


The Frank Fehr Brewing Co., was established in 
1872. The founder, Frank Fehr |, was born in Zinsweiler, 
Germany and attended famous European brewery 
schools before coming to America. After visiting cities 
in the east and north, he finally made his home in 
Louisville. He worked for a short while for the old 
Phoenix Brewery and in 1872 established his own 
brewery. His son, Colonel Frank Fehr, is the present 
head of the company. 


In 1876 a fire totally destroyed the old brewery, 
but it was rebuilt immediately on the site of the present 
brewery, 412 Fehr Avenue. Present capacity of the 
brewery is 500,000 barrels. It produces only one 
famous brand of beer —FEHR’s X-L. 








Fageol Vans are sold through International Harvester 
motor truck dealers and branches throughout the country. 
Write Dept. NB for Catalog L-5494A 


(P- 


TWIN COACH 


COMPANY 
KENT, OHIO 
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BETTING ON SURE THING 

“Progressive Grocer” urges its readers to properly stock 
and sell soft drinks and other beverages, declaring: 
“You do roughly two-thirds of your beverage business 
during the summer, which means that to keep up with 
that selling pace, you have to show more beverages. Go 
after six-pack and case sales of the popular soft drinks, 
and push beer in units of 3, 6, 12, and case lots.” 
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COOKING RECIPE 

The newly opened Schweppes plant adjacent to Pepsi- 
Cola’s Long Island City, (N. Y.) bottling plant contains 
all new stainless steel equipment for the manufacture 
of Schweppes Quinine Water. At extreme left are the 
boilers in which the granulated sugar is converted into 
syrup. It is then pumped into three center holding tanks 
where it is stored until it can be transierred to the two 
blending tanks at right. Here other ingredients are added 
to complete the special Schweppes tonic recipe and the 
syrup is piped to the bottling line. 
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treats 
MORE THAN A BILLION GALLONS of 
beverage water 


per year! 


PREFER BLONDES OR BEVERAGES? 


Marilyn Monroe and a bottle of Coca-Cola too! Here are 
two shapes that are equally well known anywhere you 
go. The M-m-m-m-m-m Girl, currently starring in “Gentle- 
men Prefer Blondes,” enjoys a bottle of Coke between 
“takes” and shows off a play suit with an interesting 
pattern of polka dots. Or isn’t that what you're looking at? 





Pure water pays off in profits. 
That’s why more than 600 better bottling plants have 
JBAS Water Treatment on the job... treating a 
total of 4% million gallons of beverage water 
per working day! These bottlers selected the JBAS 
because it assures a uniform-quality, full-flavored 


Advantages of the JBAS 


SAVES SPACE—organic matter 
removal, alkalinity reduction and 
clarification combined efficiently 
in a compact unit. 

COMPLETE REMOVAL OF OBJECTIONABLE 
ORGANIC MATTER — adequate chlo- 
rine retention time assures posi- 
tive removal. 

NO WASH WATER WASTE — filter and 
purifier can be washed with 
treated water and wash water 
returned to the JBAS. 

NO CONTAMINATION— by using 


treated water for washing, there’s INFILCO tay Se son. Arizona 
e MG 4 ra 


product yet requires just a few minutes operating 
attention per day. Protect your beverage flavor, 

cut your costs, and build your sales with reliable 
JBAS Water Treatment. For more details on 

the exclusive JBAS method, use the coupon below. 
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no contamination of equipment by 
raw water. 

MORE UNIFORM RESULTS — recircula- Plants in Chicago and Joliet, Mlinois 
tion of slurry means lower FIELD OFFICES IN 28 PRINCIPAL CITIES 
alkalinity and maintains greater 
uniformity of result. 


SAVES CHEMICALS — comparative rec- 
ords show up to 15 percent chemi- 
cal savings over conventional 
plants. 

CONSTANT RATE OF OPERATION — water 
flow and chemical feed are main- 
tained at exact rate and correct 
proportion. No feed variation. 
Minimum supervision needed 





NUGRAPE BOWS ON TV 


Randy Brown, “The Texas Humorist,”” shown here with 
two pretty admirers, headlined the premiere of a weekly 
half-hour variety show, “Lights, Music, Action.” over 
Dallas, Texas, Television Station KRLD-TV. The show is 
being sponsored by the NuGrape Bottling Company of 
Dallas and the National NuGrape Company, of Atlanta. 
Ga. This is the National NuGrape Compaay’s first tele- 
vision program and is being run as a test of the new 


INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send me JBAS Bulletin 1823-1823-N 

NAME 

TITLE 


WRITE CO 
FOR YOUR ADDRESS 


COPY. 
cry 


media's selling power. 


e@eeeeeeaeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeseeeeeeeeeeeeeeeeese 





October, 1953 












Montreal | : Seman ADA LOR er 


is the 
Pale Ory finest 


ginger ale 












4 AZ. 
JUST OPENED... 

Here's the recently opened new plant 

of the Canada Dry Bottling Co., in Utica, 

N. Y. New unit was specially designed 

to permit more efficient materials han- 


> @ 
the fact e dling thru fork-lift-and-pallet system. 


you can bottle!! 


. 





A 22-foot ceiling and drive-thru doors 

> ‘ Nn . ‘ ONTOS are among features. At right. co-owners 

e I REMIU M INGR EDIEN J hs) Sid Rubin, left, and Sol Simon examine 
first bottles coming off their Liquid 24- 
spout production line. Firm produces the 
full complement of Canada Dry Prod- 


Crisp, pungent Jamaica ginger skillfully blended 
with Cochin ginger from India. Selected botanicals 


and essential oils from all over the world. 
ucts. 


© CONTINUOUS QUALITY CONTROL 
The ingredients in every run of Montreal Pale Dry 
are tested for perfect balance—then fused together 
under pressure to hold their delicate flavor and 
bouquet longer. Uniformity is guaranteed. 








®@ SPEEDS UP YOUR PRODUCTION 
Veko’s exclusive filtration process reduces foaming 
—you fill 20% faster. Montreal contains sufficient 
lemon and lime, making the addition of blenders 
unnecessary—has sugar color, too. 


4 wy ry %cirgy ’ 
® MARKET TESTED 
Montreal Pale Dry has been tested in every section 
of the country. Bottlers find that it competes favor- 
ably with nationally advertised brands — and in 
areas even outsells them! 


YES, ANALYZE THE FACTS, you'll agree with the 
hundreds of other bottlers that — it’s profitable 
te switch to MONTREAL PALE DRY (2 oz.) 
ORDER A TRIAL GALLON TODAY! 
6p sé mO/ f { ™ 
see usin Booth No. 336 a.8.c.z. show ahha 


NEW NESBITT’S CARTON DISPLAY DAD'S AT POINT-OF-SALE 





. This new full-color carton display has Shown above are a few treatments of 

proven to be excellent as a point of the new metal privilege sign developed 

; purchase advertising piece in busy by the Dad's Root Beer parent company. 

& chain stores, according to John T. Hun- Also shown is a similar sign with two 

, : saker, Nesbitt’s vice-president. The dis- places for privilege imprint. This is but 

° . ] 8 play is designed to fit over the carton a small part of what has been designed 

. handle. Being lithographed on heavy in support of Dad's 1953 all-out program 

329 CANAL STREET ; NEW YORK 13, A ee cardboard, it remains upright, and at- of dealer identification throughout the 
tracts the shopper's eyes. country. 











A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 
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SodaShoppe 
Junior 


WITH 1000 CUP CAPACITY 


Here’s the QUALITY CUP DISPENSER you can afford 
to operate on that smaller location for BIGGER PROFITS! 
This mighty mite boasts the same great mechanism 
that has made SodaShoppe a by-word for service-free 
cup dispensers throughout the world. It vends 

2 carbonated drinks and 1 non-carbonated drink. 

It contains the exclusive JET CARBO-ACTIVATOR 
which is guaranteed to deliver a drink comparable 

in quality to the finest bottled beverage! 


SPECIFICATIONS 


Vends 2 carbonated and 
1 non-carbonated drink 
using only 2 syrup tanks. 
Has 1000 cup capacity, 


1000 drink syrup capa- 
city. Floor Space — 17” x 
27%". Height — 66”. 


Weight — ‘385 lbs. 











See Other Side 


For Complete Apco Line... 


BASRA BABAA?A 


FIRST aay N 


Permit No. LASS | 
Sec. 34.9, P.L.&R. 
New York, N. Y. 


BUSINESS REPLY CARD 


P Necessary if Mailed in the United 


_ POSTAGE WILL BE PAID BY - 


AP : 10. ine, 


250 WEST 57th STREET 


_VIA AIR MAIL — 
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NEW YORK 19, N. Y. 
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Announcing . 

The TRUE 

8-Drink 

Cup Dispenser ¢ 





for Top Locations H -~ Pi edin iad 


A true 8-drink vendor that serves BOTH COLA AND 

_ ROOT BEER — the two big profit leaders —as well as three 
fruit flavors that are also served non-carbonated. 

A true 8-drink machine must vend both Cola and Root Beer 
at the same time so that you’re not compelled 

to serve unheard of fruit flavor mixtures 


to complete the eight ‘’Drinks.’’ 





ry) Seidler wale), b: 

Vends 5 carbonated and 3 non-carbonated drinks, 

Using 5 syrup tanks. Has enormous 2500 drink syrup 
capacity, 1200 cup capacity. 








There’s an Automatic SodaShoppe to capture the full potential of every location most profitably! 


Increases your earnings 
High Selectivity Model 1 a on Any Location 
The Tried, Tested and Proven 2 eee Cee one from 30% to 100%, 
' 4-DRINK : Big Profit Producers 
: 6-DRINK 


Standard of the Industry . . SODASHO SODASHOPP 
HOPPE JUNIOR 

3-DRINK SODASHOPPE nave esis © cedicaaek cob i TOE SODASHOPPE 

Vends 3 carbonated drinks Vends 3 carbonated and 1] non-carbonated drink 
Hi: 00C non-carbonated drink (using only 2 syrup tanks) 
cha 1000 cup capacity (using 3 syrup tanks). Has ae i000 a F ; ty 
1900 drink syrup capacity 1200 « up capacity 1900 1000 ‘ cup capac : 
drink syrup capacity Seen ee See ne 


== 


Vends 4 carbonated and 2 
non-carbonated beverages 
(using 4 syrup tanks). Has 
enormous 2500 drink syrup 
capacity, 1000 cup capacity 


APCQO, INC. veer. 
250 West 57th Street, New York 19, N. Y. 


Fill out and mail attached Airmail Business Reply Card 


Gentlemen: 
Please send me complete information on: 
8-Drink SodaShoppe 


today for complete information on the Apco line! 


SodaShoppe Junior 


}-Drink SodaShoppe t-Drink Sodashoppe | 
6-Drink SodaShopps t | : 
ss hasibiialadeanebedtais sadnkiniaeargeanidihidaemeieniaanunaeiteatin | | vy INC. 
America’s Foremost Pioneers of Beverage Dispensers 


250 W. 57th St., New York 19, N. Y. * Plaza 7-3123 
Regional Sales Representatives Throughout The United Stotes 
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Alcohol Drawback Rules Changed 


Flavor makers have secured some financial relief 
with the enactment of the Curtis Bill, H.R. 4980 re- 
cently passed by Congress, and signed by the Presi- 
dent on Aug. 15. 

The Curtis Bill does not, in any manner, affect 
the current method of. filing quarterly drawback 
claims (on alcohol taxes) as provided under Section 
5250 (1) (5) of the Internal Revenue Code, nor 
regulations promulgated thereunder. The Curtis Bill 
is an amendment to Section 3250 (1) (5) by includ- 
ing an optional method of filing monthly drawback 
claims as likewise the payment thereof. This amend- 
ment specifically provides that drawback claims due 
and payable quarterly, upon filing of proper claim 
with the Secretary, may elect in writing to file 
monthly drawback claims. 

Manufacturers using alcohol for non-beverage 
purposes in the production of medicines, medical 
preparations, food products, flavors and flavoring 
extracts, after the current quarter expires on Sep- 
tember 30, 1953, may thereafter elect to file monthly 
drawback claims, provided said manufacturer has 
filed with the Secretary a written request and posted 
a bond or other security in such amounts and unde} 
such conditions as shall be described by regulations. 





AFTER THE STORM 





Back in almost full-scale operation is the Seven-Up Bot- 
tling Company plant of Worcester, Mass., which under- 
went major damage during the tornado of June 9th. The 
giant twister, first in New England for half a century, 
concentrated its force in the area surrounding Seven-Up, 
largely industrial and storage property. As shown. its 500- 
mile per hour force ripped away more than 85% of the 
roof and sides of the Quonset-type building, likewise 
stripping full sections from the heavy supporting girders. 
Flying debris did extensive damage to the bottling line 
located in the front half of the structure, and most of the 
trucks within the plant building or in the parking lot were 
substantially damaged. Much of the office area was a 
complete loss. All power, water and other utilities was 
shut off in the area for many days while the Seven-Up 
management tackled the cleanup and reconstruction job. 
By mid-July, the bottling plant reported its line in partial 
operation, and the building 50% reroofed with sheet metal 
strips as shown. 
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THREE YEARS BEFORE OUR CLOSEST PRESIDENTIAL ELECTION 


Our first 


three years old in 1876 when Ruther- 


bev erage bottles were 


ford B. Hayes became President by 

an electoral vote of 185 to 184. 
The bottles made 80 years ago 

hardly resemble the bottles you buy 


today. Continuous research has re- 





YRaot wane ate 


sulted in bottles that are uniformly 
accurate Im Capacity with such 
benefits as Syncro-Flash Finish, the 
Dimple Registering Lug, and High 
Lustre Finish. That’s why Duraglas 
beverage bottles—today’s finest— 


are the best your money can buy. 


v 6 Pav OFF 





BEVERAGE BOTTLES 
look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY © TOLEDO I, OHIO ¢ BRANCHES IN PRINCIPAL CITIES 
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“Bottled soft drinks food for thirst.” 


Take advantage of our 80 years of 
experience to give your product the 
fine selling package it deserves... a 
sparkling Duraglas package. No one 
else can offer you the results of such 
long and broad beverage bottle man- 
ufacturing “know-how.” 
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OE, 


Fy > and your 


f Ideal Dispenser is equipped with 
\. NATIONAL’S Mechanical Changer 


NEW CHANGER TAKES PENNIES, NICKELS, 


Complete 








ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: ELgin 4318 
CHICAGO 39, ILL., 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Blvd.—Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St.—Phone: Illinois 8-6302 
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Remove present coin 
equipment from vendor. 


Slide National's Model 
6800 into same mount- 


ing position. 


DIMES AND QUARTERS 


Flexibility never before possible 


1 Your Ideal Dispenser equipped with National’s 


Mechanical Changer gives you greater earning 
power with its ability to take coins from a penny to 
a quarter. Should a price change become necessary 
the Mechanical Changer may be easily adjusted to 
make 5¢, 6¢, 7¢, 10¢, 1l¢ and 12¢ sales. 


ONE MAN SIMPLIFIED INSTALLATION 
..-NO SPECIAL TOOLS OR SKILLS 


MODEL 6800 


( in housing ) 





the installa- 


tion by fastening with No extra parts are needed with this National Mechanical Coin 
only seven screws. Changer. Package comes complete with housing and instruc- 


tions. Any operator can make the change-over. 


Can be easily installed on location. 


Available soon for Ideal Milk Machines 


NATIONAL REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo, 
Phone COlfax 1900 








TAKE THE BLINKERS OFF! 
(An Editorial) 


POR the past several years, in our conven- 

tion issues, we have departed from our 
objective coverage of the news in vending to 
comment editorially about the continued 
ABCB ban on the exhibition of cup-vending 


equipment at the industry’s annual exhibits. 
The issues can be very simply stated: 


First, it is unrealistic. Hundreds of bottlers 
are presently operating and servicing thou- 
sands of cup-vending machines throughout 
the country. At least a dozen of the most 
prominent and important franchise compa- 
nies have developed active cup-vending pro- 
grams for their bottlers. (As a result, the 
recent National Automatic Machine Associa- 
tion Show in Chicago was a miniature “bever- 
age show”, with bottlers and parent compa- 


nies strongly represented. ) 


Second, it is impractical. Bottlers are 
forced to attend vending machine shows, like 
the one in Chicago, or else must take time 
from the official A.B.C.B. convention sched- 
ule to visit hotel displays, nearby stores and 
other side exhibits where vending machine 


equipment manufacturers have, under com- 





(Continued on Page 58) 
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VENDOR AND COOLER NEWS 


SELLE ZTE MOTEL SE RET 
@ PLACEMENT 


FINANCING 
MERCHANDISING 
MARKETS 

e COSTS 

e SERVICING 


NEW MODELS 


Personnel Changes at Ideal 
Gardiner Thompson has been ap- 
pointed assistant to President F. H. 
Dean, of the Ideal Dispenser Co., 
Bloomington, Ill., and will devote his 
attention to sales matters. Mr. Thomp- 
son will be remembered by bottlers as 
a former vice-president of the White 


Rock Corporation, where he spent 


GARDINER THOMPSON 


many years working with bottlers and 
their problems. Mr. Dean has assumed 
direction of sales for the company, fol- 
lowing the recent resignation of gen- 


eral sales manager H. A. Putman. 
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COLE 
OPERATORS! 


Contact us immediately about 
converting your Cole-Spa 
600’s and Magniflo 1200's to 
5 SELECTIONS for less than 
$100. 


ORIGINAL INVESTMENT 
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Beverage Cooler Department, Nash-Kelvinator Corp. 
Dept. NB-11, 14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: 


(] Send ‘‘Pepsi’’ literature, pricing and financing data. 


(_] Have your representative call. 
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..made by 


qv olt¥ 


performance 
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«ePrice 


you can’t beat this new 


personalized 


OLA Cooler 


KELVINATOR 


Compare these 3 ways... and you'll find the 
one best way to keep re-freshing sales! This 
handsome silent salesman is designed to 
speed-up “Pepsi” buying! And there is built- 
in power to give you long trouble-free per- 
formance for low-cost, too. Designed, engi- 
neered and built by Kelvinator, it comes 
backed by a 5-year warranty. For a mini- 
mum of money and floor space, you get maxi- 
mum clear free storage . . . sturdy rustproofed 
construction . . . tough Permalux finish. For 
beverages of all kinds, you get the right tem- 
pa. For benefits without compare, order 
Saivinener Beverage Coolers. 


d 199% 


INCLUDES 5-YEAR WARRANTY 


@ Time-proved financing 
@ 44 strategically located parts depots 
@ Wet or dry operating coolers 


@ Cabinet completely engineered and built 
by one manufacturer. 


Act Now! Fill in this 


coupon and leave the rest to 













(Continued from Page 56) 


pulsion, made arrangements for the display 


of their equipment. 


Third, it is unhealthy. There can be strong 
arguments pro and con about cup vending for 
bottlers, of course, and we are aware that this 
is a moot question. But a ban on the exhibit 
of equipment neither decides the issue nor 
makes it possible for the bottler to evaluate 
and judge for himself. Instead, it puts the 


A.B.C.B. 


telling the bottlers what they should or should 


in the uncomfortable position of 


not see for themselves. It’s the kind of policy 
about industry matters that is dangerous—for 
the 


it has manifested itself this year with 


restriction from the Beverage Show of an- 
other important industry development—the 


dietetic beverage. 


This ban, and the other, should be lifted. 
It is a sad reflection on an industry when it 


fears the facts of life! 


Canadians Take To Automatic Vending 
Many of the 
attended the 


to three million people who 


National 


close 


Canadian Exhibition in 


- Toronto got their first look at drink vending equip- 


if the comments of the change girls, stationed 
beside the “Polarmat”’ machines, criterion. 
The girls stated that they had to instruct a good 


ment, 
is any 
number of patrons in the art of depositing the coin 
and selecting their drink. Big reason for the change 
girls was the fact that no changemakers were built 
into the equipment and the crowds justified their use. 
The machines were 10-cent operation and 
dispensed Canada Dry and Pepsi-Cola. 


set for 


Why Bottlers Like Automatic Vendors 


This column has published many reports concern- 
ing bottlers’ activities with automatic vending ma- 
chines, and here adds another 
which points up the profit-possibilities inherent in 
this type of operation. A. M. Bartlett, Dr. Pepper 
Bottling Co., Hobbs, N. M., 
goes the home (sales), so goes the industry” 
that nothing stimulates home use like a cold bottle, 
regardless of where consumed. Pioneering in vend- 
had 25° 
using vendors prior to the war, 
much better equipment, has sold and leased 50% of 
his accounts one of the several types of machines 
he The long association of his product with 
coin-vended distribution 
recorded sales of up to 8 to 1 over his strongest 


“experience” story 


firmly believes that “as 
and 


ing in his territory, he of his accounts 


and now, using 


favors. 


has in several instances 
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competition. “Vendors will pay off’, he says, “but 
as you reach saturation there will be some locations 
that will not pay out as fast as they have to, to 


carry themselves. Since gambling on credit is risky, 
it is wise then to expand slowly.” 

Bartlett lists three things as “musts” on a vend- 
ing machine program: (1) machines must be in 
perfect mechanical condition when delivered, and 
so maintained. (2) Each machine must deliver a 
cold bottle. (3) Machines must have a fine physical 
appearance at all times. With these things and reg- 








ular service calls, vendor sales must climb. 





Or 


Compact Unit Vends Tru-Ade 


Completion of a new coin-operated bottle-vending —- : f a A 4 
machine manufactured for the vending of Tru-Ade, —— Ca 24S 4 


‘oko Gare 


is announced by Universal Vendor Company, Elgin, 
Illinois. Universal Vendor states that this is 
probably one of the most efficient vendors of its type 
ever manufactured. It is an attractive yellow cooler 
standing 5 feet 6 inches high and occupying only 
4 square feet of floor space. Accommodating 101 
bottles in the vending portion of the machine, with 





room for 38 additional bottles in its pre-cool com- 


partments, the Universal Vendor UV-101A comes k ec 0g a4 d 
equipped with either 5c, 6c, 7c, or 10c¢ coin mech- S 
| Pace Setter of 


anisms. The vendor’s *4 h. p. motor is hermetically 


sealed. The vendor has been thoroughly field tested the Ind ust ry 


and has proved to be virtually trouble free, easy to 






service, and a substantial sales stimulator for Tru- 
Ade. 
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101 bottle (in vending compartment) Universal Vendor 
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recently made available. Empty bottle rack is optional 
feature. 
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Here is bottle casing as you want it. In fact, the new Cem Caser 


puts a brand new meaning on the words “automatic casing.” 


This machine is built to run 24 hours a day... is easy to operate 
and simple to change over on sizes. Your first look at the 


construction of the Cem Caser tells you that it’s built for the 





most severe bottling conditions. 


© . - . . . ° _ . 
oA Get full information on this money-saving ... cost-cutting 


VF, ~ Right or left ~ 


hand feed of : 
Z oS Dolton CROWN CORK & SEAL COMPANY 


. Or Cases 
~ Machine Sales Division * Baltimore 3, Md. 


ee 


profit-increasing caser. 
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Interference-Proof Models 

The increased use of cup drink vendors aboard 
U.S. Navy vessels has brought to light the fact that 
electrical radiations put out by these units can 
interfere with radio reception and transmission. 
tesult has been a Navy requirement that the soft 
drink machines be adapted to eliminate such inter- 
ference, and several cup vendor makers have devised 
filtered shielding to lick this problem. Such radia- 
tions might also interfere with seme control tower- 
possibly 


to-plane communication at airfields, or 


affect radar reception. 


10c Per Case Rental 

While most of the vendors put out on location 
by the Pepsi-Cola Bottling Co. in Cheyenne, Wyo. 
have been sold to the sites for cash, a few that are 
rented carry the rate of 40 cents per case. This 
plant, bottling Pepsi-Cola, Nesbitt’s and 7-Up, util- 
izes multi-flavor Ideals (Bloomington, iL) set for 
10 cent operation. Bottler Harry E. Ruckman lists 
gas stations as the Number One vending locale it 
his territory, and finds the major value of coin 
coolers lies in an ability to open new markets and 


advertise brand names. 


Mechanism Changeover 

When the Coca-Cola Bottling Co. of Bogalusa, La. 
recently raised its wholesale prices, requiring a shift 
from 5 to 6 cent coin mechanisms on vendors, the 
move was publicized through a favorable write-up 
in the “Town Talk” 
The story explained that while the penny price in- 
crease represented a 20% hike for the consumer, 


column of a local newspaper. 


bottlers’ production costs were up 90% over 1940. 
Jack Mills, the company manager, was quoted to 


explain that it would take a crew of 4 men 10 days 





(Continued on Page 65) 


BIG CHOICE FROM VER- 
SATILE UNIT 


Apco’s Sodashoppe-Coffee 
Bar offers a complete selec- 
tivity of 3 carbonated and 
1 non-carbonated cold 
drinks from only 3 syrup 
tanks, plus hot coffee in any 
combination of black, black 
with sugar, with cream only 
or with cream and sugar. 
It has 1000 cup capacity, 
1900 drink syrup capacity. 
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gives you what you NEED 


THE NAME EVERYBODY KNOWS 


Continuous advertising and merchandising for 
over 30 years has made the name MISSION 
known to everybody, everywhere. This means 
“ready-made” markets for Mission Orange and 
other Mission Beverages. This is all-important 
in these days when people select their own 
merchandise in stores and markets. 


ECONOMICAL BOTTLING 


High costs of operation are the major prob- 
lem of the bottler. The Mission Bottle is inter- 
changeable for Mission Orange and a complete 
line of popular selling flavors. This means mini- 
mum time and effort in sorting empties, low 
initial bottle investment, and elimination of 
delays in changing over equipment to accom- 
modate different types and sizes of bottles. 


you cant miss... 


with JMS 





QUALITY THAT REPEATS 


Quality in a beverage depends on three things 
—selected ingredients, skillful processing, stand- 
ardized production. Mission Orange is made 
from the juice of sun-ripened Valencias—finest 
oranges in the world for flavor. The Mission 
plant is equipped with the latest type processing 
machinery, and quality is carefully controlled 
through every step of production. 


MAXIMUM NET PROFITS 


It’s not the gross, but the net that counts. Net 
profit depends on two factors—low costs of 
operation and volume turnover. Mission gives 
you both. Costs of operation are reduced by 
one bottle for a complete line of popular sellers. 


Turnover is increased by consumer acceptance 
and a line of flavors which insures “more profits 
per stop.” 
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MISS WITH 
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POWERFUL PROMOTIONAL 
PROGRAM 


Advertising in mass-coverage magazines keeps MISSION in 
the spotlight of public attention. This support means “ready- 
made demand” for the bottler, it means quick and easy intro- 
ductory selling, it means profitable turnover in these days of 
self service. 


Mission's cooperative advertising plan gives every franchised 
bottler an appropriation for radio, newspaper, billboard, or 
television advertising, right in his own territory, when he 
needs it, where he needs it. 


Mission offers the bottler a wide variety of outdoor and indoor 
signs, decals, window, counter, and wall displays to build and 
maintain demand. Display racks, vendors, drivers’ uniforms 
—all the necessary sales accessories are available. 


Highly trained field representatives are available in every 
territory to help Mission Bottlers with all problems involved 
in building profitable distribution. Warehouses located in 
principal cities throughout the country provide fresh stocks 
for quick, economical shipment. 








HUNDREDS OF SUCCESS STORIES... 


The most convincing testimonial of the value of a Mission 
franchise is the fact that hundreds of bottlers have made 
money with Mission for ten years or longer. These 
bottlers continue to invest in Mission because they know 
that Mission offers permanence, progress and profit. 


HOW ABOUT TOMORROW ? 


It is more important than ever before for bottlers to 
analyze the facts in planning for the future. A beverage 
franchise is only as valuable to you as the NAME behind 
the line, the QUALITY of the products, the PROGRAM 
that sells the merchandise, and the RECORD that proves 
you can do it because it has been done. 


CHOICE TERRITORIES are still open — fill in the coupon below and let us show you how 


MISSION DRY CORPORATION 


and why you can’t miss with a Mission franchise. 


MISSIN 


Terminal Annex, P.O. Box 2477, Dept. B-10 ORNS 


Los Angeles 54, California 


Please send me more information about a Mission Franchise. 


Name—___— 


Pirm.._.... 


Street Address 


City_— 


LITHO. IN U.S.A. 


_Zone 


meric hou love 


MISSION DRY CORPORATION 


Mailing Address: Terminal Annex, P.O. Box 


2477, Los Angeles 54 


General Offices and Plant: 5091 South Soto 


St., Los Angeles, Calif. 


Divisional Sales Offices: 105 Hudson Street, 
New York 13; 510 North Dearborn Street, 


Chicago 10 


Canadian Distributor: Mission Orange Ca- 
nadian, Ltd., 159 Bay Street, Toronto 1, 


Ontario 
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to change the coin chutes, with installation costs 


ranging from £8.95 to $60, according to the type of 
machine, plus labor. Where equipment was location- 
owned, the dealer paid for the new mechanism, but 
Coca-Cola defrayed all labor charges. Total cost of 
the changeover was expected to cost the company 
and locations over £5,000, and the article noted: 
“You can see that neither expect to get it back soon, 
even at 6 cents a bottle.”” After pointing out that 
broken and stray bottles represent a loss to Coca- 
Cola, and making a request for the return of 
“empties,” the columnist concluded: ‘‘So a one-cent 
increase by the Coke company, contrary to many 
other boosts in price, is not an inflationary move, 


but one of self-protection.” 


Vending Abroad 

U. S. visitors to Switzerland have run across a 
new German-built cup drink vendor, apparently 
undergoing field tests. Known as the “Bergquelle”’ 
(Mountain Well), this machine offers a choice of 6 
flavors, but while it has a 3,000 drink syrup capacity, 
it only holds 400 cups. Vendor, built by Schoningen 
Machinenfabrick at Brunswick, is well over 6 feet 
high and a bit on the massive side in design. This 
same manufacturer is also turning out a pre-mix 


unit which dispenses beer, wine, ete. 


Lyon Bows 3-Drinker 

Lyon Industries (New York) is now in produc- 
tion on a 3-flavor 1400-cup vendor, which is being 
added to its line of single and dual flavor machines 
used by a number of franchise bottlers. This new 
model features a separate coin insert for each of 
the three flavors, insuring fully-automatic § selec- 
tivity at the drop of the coin. As in other Lyon 


vendors, a coinchanger is standard equipment. 


Expanded Apco Line 


Apco, Inc., at the recent NAMA Convention in 
Chicago introduced four new cup vending machines, 
notably expanding their line of Automatic Soda- 
Shoppes. The new machines include the &-drink, 
1-drink, and Junior SodaShoppes, as well as the 
SodaShoppe-Coffee Bar, a combined cold drink and 
hot coffee vendor 

According to Mel Rapp, Apco VP, the 8&-drink 
Automatic SodaShoppe is a “true” 8-drink machine, 
serving 5 carbonated and 3 non-carbonated drinks. 
It’s the only dispenser of its type on the market 
which can vend cola and root beer in addition to the 
usual line-up of fruit flavors. Apco’s 8-Drink Soda- 
Shoppe operates on 5 syrup tanks, with 2500 drink 
syrup capacity. It also has 1200 cup capacity. 

The 4-drink SodaShoppe spaces out the Apco line 
between its standard 3-drink, and super-selectivity 


6-drink cup dispensers. The 4-drink machine serves 
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STRATIFIED, CONTROLLED COLD AIR FLOW! 
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Dallas Peag 





SECRET 
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NO CARBONATION 

in Bireley’s Orange Drink! 
No artificial flavor, 

either! Just wholesome 
refreshment — 

with honest-to-gosh 
orange flavor! 


Reach this “PLUS” market 
—write today for 
franchise information 


BIRELEY’S DIVISION 
General Foods Corporation 
1127 No. Mansfield Ave., Hollywood 38, California 








This BIG PROFITABLE “plus” 
MARKET 







Look Us Up 
is yours with At The 
HOTEL 

_ SHERMAN 


AVAILABLE IN 
ae POPULAR == 
FLAVORS! 


LO-CAL is sugar- 
free: distinctive in 
taste, name and in 
sales appeal! 

For complete infor- 
mation about a fran- 
chise for your terri- 
tory, wire or write us 
today 














LO-CAL is sold in the popu- 
lar 16-0z. no-deposit bot- 


tles. A real profit-maker! 


LO-CAL SALES COMPANY 


371 East 160th Street New York City 56, N. Y. 
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BEV-FOOD Combination 6-case 
beverage cooler and 6'/, cu. ft. 
food refrigerator. 


— 


24-case BEV-MASTER. 


6-case BEV-COOLER. 
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“Quality Products for Over a Quarter Century” 

1125 EAST KIBBY STREET Lima, Ohio, U.S.A.‘ 

Please send literature and prices on: [_] Bev-Cooler [_] Bev-Food [_] Bev-Master 

NAME : 
FIRM : 
STREET 


CITY & STATE 
* TRADEMARK REG US PAT OFF 
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3 carbonated and 1 non-carbonated 
drink from only 3 syrup tanks. It 
has a 1200 cup capacity and 1900 
drink syrup capacity. 

The SodaShoppe Junior is a 3- 
drink machine vending 2 car- 
bonated and 1 _ non-carbonated 
drink, with a large 1000 cup capac- 
ity and 1000 drink syrup capacity. 
This machine is an exact replica of 
the standard 3-drink SodaShoppe, 
and retains all its service-free fea- 
tures but is housed in a smaller 
cabinet and uses only 2 syrup tanks. 

The sensation making addition to 
the Apco line is the SodaShoppe- 
Coffee Bar, which combines. the 
mechanisms of the nationally ac- 
cepted Bert Mills hot coffee vendor, 
and the Apco 4-Drink SodaShoppe 
to give the operator an opportunity 
of vending four cold drinks (car- 
bonated) as well as hot coffee in all 
its forms (black, black with sugar, 
with cream only, with sugar and 
cream) in one compact service-free 


machine. 


Veteran Machine 
Has Perfect Record 

The first “hand-made” sample of 
the “‘Bevmart” 5-flavor ‘selective’ 
bottle vender was produced about 
two years ago by General Vending 
Machine Corp. (Chicago.) After 
laboratory testing, it was field 
tested in a manufacturing plant in 
Philadelphia and then in an office in 
Chicago. 

Shortly thereafter it was shipped 
to Applefield Beverages of Staten 
Island, New York and is still in 
operation there at the Men’s Social 
Service Center of the Salvation 
Army, of which Captain William M. 
Gourlay is Director. 

Milton S. Wohl of Applefield Bev- 
erages reports as follows: “You will 
probably be interested to get a re- 
port on the “Bevmart” model vender 
which we purchased from you a 
couple of years ago. We understand 
that this particular vender is the 
very first sample you produced of 
this model. It is installed in the local 
headquarters of the Salvation 
Army in Staten Island and is still 
working perfectly. Not a single re- 
placement part has been needed on 
this machine. The refrigeration 


system has always worked perfectly, 
keeps the bottles very cold and 
maintains a sufficient supply of cold 
bottles in the pre-cool compartment. 
Both the Salvation Army and we 
are very much pleased with this 
equipment.” 

General Vending claims that this 
is the only case on record in the 
industry where the very first ‘hand- 
made’ sample of a bottle vender is 
still ‘fon location” and with a re- 
cord of never having required a re- 
placement part. In fact, General 
Vending claims that they have 
never shipped a replacement part of 
their simplified coin mechanism, 
refrigeration system or vending 
equipment for any of the current 
“Bevmart” (5 flavors) or “Vend- 
mor” (10 flavors) models since their 
initial production two years ago. 

In view of the unusual acceptance 
of these models during the current 
season, E. A. Terhune, President of 
General Vending, says they are 
planning an unusual expansion of 
their production facilities, advertis- 


ing and sales promotion for 1954. 











Lt. Theodore Van Patten, Asst. Director 
of the Staten Island (N.Y.) headquarters 
of the Salvation Army, getting a cold 
bottle of Applefield Beverage soda from 
the first General “Bevmart” 5-flavor 
machine made. Veteran machine has 
never required repairs. 








First Reports On New 
Dr. Pepper Vendor 
Show Capabilities 
Initial installations of the Dr. 
Pepper Company’s new single-drink 
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cup vendor are proving the com- 
pany’s contention that the machine 
meets the industry’s need for sup- 
plementary coverage without heavy 
capital investment. According to 
Mack Browder, Dr. Pepper vending 
department manager, the unit is 
“fulfilling its role as a profit-mak- 
ing vendor for heretofore  un- 
touched smaller locations.” 

First introduced in April at less 
than half the price of average. high 
capacity cup vendors, the 250-drink 
machine requires no down payment 
by installment buyers. One of the 
first operators to place the Dr. Pep- 
per cup vendor as a supplement to 
existing larger units in a large in- 
dustrial plant was South East Ser- 
vices, Inc., Chattanooga, Tenn., tak- 
ing four of the compact, manually 
operated Dr. Pepper units to sup- 
plement 30 three-flavor machines at 
the Volunteer Ordnance Works in 
nearby Tyber. 

Gross income increased approxi- 
mately $20 per day, with the total 
daily drink volume increasing by 
500. Usual daily average for one- 
drink units was 75. With the new 
Dr. Pepper machines, the location 
has been averaging 125 drinks per 
day. 

Another operator who has ex- 
perienced immediate success with 
the Dr. Pepper machine in small 
locations is J. E. Ford, owner of 
the Anniston Vending Company in 
Anniston, Ala. 

With six machines, Ford said his 
total volume increased 15 per cent 
within two months. He has them on 
location in filling stations, news 


stands and campus snack shops. 


“In two days at the newsstand 
location, the vendor’ sold 5938 
drinks,” Ford declared. The stand 
is a combination news and taxi 
stand where soldiers on furlough 
from nearby Fort McClellan wait 
for transportation to the base. 


Both vending operators find it 
necessary to service the machines 
at least daily in order to meet the 
demand for drinks. Ford reported 
he sometimes has to check the news- 
stand location two and three times 


a day. 
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WITH LUSTRO-COLOR 















*Liberty Glass denotes Fine Bottles 












From raw materials to finished product, Liberty's 
scientific controls, engineering accuracy and lab- 
oratory tests combine to achieve one objective 

. Returnable Glass Bottles with greater tough- 
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ness, better appearance and longer life. 




















what makes a 


FRANCHISE 
VALUABLE? 


The one new combina 

tion bottle for both 

root beer and orange 

means less hendling 
. cuts cost. 


A franchise is valuable only if the product 
has— 

superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 

say, easy to remember 

These three "musts add up to a fast selling 
beverage . . . a valuable franchise. Goody 
Root Beer hes all three! You will want to 
investigate a valuable Goody Root Beer fran- 
chise for your territory. Write today, without 
obligation, of course. 


Visit Our Convention Booth, No. 217 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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CBI Group Discusses Soft Drink Canning, 
Dietetic Beverages at September Meeting 


a a recent meeting held at The 
Essex House in New York on Septem- 
ber 14th and 15th, the following firms 
were elected to membership in the 
Carbonated Beverage Institute. 

Country Club Soda Company, Inc., 
Springfield, Mass.; Red Fox Ginger 
Ale Company, Providence, Rhode 
Island.; Empire Products Corporation, 
E] Paso, Texas. 

Dietetic beverages and carbonated 
beverages in cans were subjects that 
were given considerable attention and 
occupied prominent places on the 
agenda of this meeting 

The bottlers were particularly in 
terested in the details of canning soft 
drinks, and in the technical factors 
involving cans for soft drinks, as ex- 
plained by the representative of a 
leading can manufacturer. 

Members of the Institute, an organi- 
zation of independent bottlers, re- 
ported substantial increase in sales for 
the year to date. Rising costs were 
studied, and new methods of effecting 
economies in production were dis- 
cussed, 

The group was addressed by an ex- 
pert on quality control, who advocated 
procedures in bottling plants that 
would be far above and beyond any 
controls thus far practiced in the bev- 
erage industry. Interest among the 
members indicated that this matter 
will receive continued study and pos- 
sible cooperative action on the part of 
the entire membership. 

Next year’s point-of-purchase ad- 
vertising program was presented and 
plans were formulated for extensive 
promotions in 1954, following the suc- 
cessful pattern set by previous cooper- 
ative promotions. 

The association will hold its Sixth 
Annual Meeting in Chicago on Novem- 
ber 8th, 1953, at the Sherman Hotel. 
Election of officers and members to the 
Board of Directors for the year 1954 
will take place. 

Officers and Directors for the cuvr- 


rent vear are: President Abe 


Beverage Company, Toledo, Ohio; 
Board of Directors—E. D. Lowenstein, 
Booth Bottling Company, Philadelphia, 

















Pennsylvania; Martin E. Becker, Mil- ( 
ler-Becker Company, Cleveland, Ohio; a 
Julius Darsky, Golden Age Beverage \ 
Lapides, Suburban Club Carbonated Company, Akron Ohio; Morton Feig- a 
Beverage Company, Inc., Baltimore, enson, Feigenson Brothers Company, ' 
Maryland; Vive-President—Laurie O. Detroit, Michigan. a 
Graf, The John Graf Company, Mil- The business meeting was _ fol- I 
waukee, Wisconsin; Treasurer lowed by a reception and dinner at the ( 
Aaron R. Liebenthal, Variety Club hotel. 
NO DULLING 
FILM 
deci. AOE 
When you compare the results of ordi- 
nary cleansers and Anchor Alkali—you 
instantly see the big difference! No doubt 
the product you are now using gives clean, 
sterile bottles—but with Anchor Alkali 
bottles gleam and glisten with crystal 
clearness! Soif you want absolute cleanli- 
ness plus sparkling brightness ... without 
specks... spots... or dulling film—make 
Anchor Alkali your first choice. Today— E: 
run a test and see for yourself the advan- A N CH (@) kK 
tages of using only Anchor Alkali! 
SOLVAY PROCESS DIVISION ALKALI 
_ ALLIED CHEMICAL & DYE CORPORATION 
(hremico 61 Broadway, New York 6, N. Y. 
——BRANCH SALES OFFICES: —————— 
Boston + Charlotte + Chicago + Cincinnati + Cleveland A SOLVAY Special Cleanser 
Detroit . Houston . New Orleans . New York 
Philadelphia + Pittsburgh + St. Louis + Syracuse 
Soda Ash . Caustic Soda . Potassium Carbonate - Calcium Chloride - Chlorine - Caustic Potash ~- Sodium Nitrite 
Cleaning Compounds - Ammonium Bicarbonate . Sodium Bicarbonate - Snowflake® Crystals . Para-dichlorobenzene 
Monochlorobenzene . Ortho-dichlorobenzene . Ammonium Chloride 
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Schweppes Invades Chicago 
Area 


Pepsi-Cola General Bottlers, Inc. of 
Chicago has been franchised to bottle 
and distribute Schweppes Quinine 
Water in the Chicago metropolitan 
area. “ ‘Quinine Water,’ formerly im- 
ported from England is now available 
at popular prices in Chicago,” Richard 
H. Burgess, vice president of Pepsi- 
Cola said. 


The Chicago bottler is the second 


Guaranteed Circulation 


You designate local 
schools you wish 
covered, and we 
attend to uniform 
distribution of the 
Book Covers. 

Circulation and 
usage guaranteed. 


79% RE-ORDER 
YEAR AFTER YEAR 
WHICH PROVES RESULTS! 


Pepsi-Cola bottler in the nation to be- 
gin bottling Schweppes Quinine Water 
this year. Early in May Metropolitan 
Bottling Company of New York, a 
wholly-owned subsidiary of Pepsi-Cola 
Company, first implemented the Pepsi- 
Cola—Schweppes franchise arrange- 
ment whereby Schweppes allowed its 
products to be manufactured — in 
America for the first time. 


“The unprecedented acceptance in 
the New York area of Quinine Water 





School Administrators, Teachers, Parents and Pupils use and like SHARP’S 
REDI-CUT BOOK COVERS to cover text books, and sincerely show their 


appreciation to sponsors. 


Civic Minded Business Men Like 
SHARP’S REDI-CUT BOOK COVERS 


because: 
® They cut text book costs 
@ They give students clean books 


© They teach Health and Safety 
®@ They promote business at low 


cost 


Sharf'e RED!-CUT 
GUMMED 


Sook Cavers 


Are made of tough, soil and 
moisture-resistant Kraft, and fit 
all books smoothly. They reach 
schools ready for distribution, 
with your advertising message 
on front and back. 


FREE—SAMPLE COVERS SHOWING YOUR PRODUCT—ON REQUEST. 


Sharp's REDI-CUT Bos Gowers 


SHARP & CO. Inc., 3201 oak crove—pattas 4, TEXAS 
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as a mixer for gin, vodka and other 


liquors has spurred Pepsi-Cola bottlers 
across the nation to join the bottling 
arrangements with Schweppes. At 
least six other plants will be equipped 
for a similar operation within the next 
60 days,” Mr. Burgess reported. 

The syrup for Schweppes Quinine 
Water is manufactured from ingredi- 
ents imported in stainless steel con- 
tainers from England. Formerly im- 
ported from England, bottled Quinine 
Water will be substantially reduced in 
price by this arrangement. By supply- 
ing the glass and carbonated water 
here in the United States, a 90 per cent 
saving in shipping charges has been 
effected, according to Mr. Burgess. 


The Schweppes Quinine Water is 
distributed in bottles bearing the 
traditional yellow and black labels like 
those used by Schweppes elsewhere in 
the world, replacing the special labels 
which have been used up to now on 
Schweppes bottles imported into this 
country. Schweppes delivery trucks in 
Chicago will resemble the ones used 
in England and New York. 


The theme of the strong advertising 
and merchandising campaign which 
so successfully introduced Schweppes 
in the New York area will be substan- 
tially the same in the Chicago market. 


Virginia Considers Permit 
For Non-Sugar Drinks 


A public hearing on whether the 
present food law regulations should 
be amended to permit the sale of cer- 
tain dietetic beverages was set by the 
Virginia State Board of Agriculture 


at an October meeting in Richmond. 


The Board, which also met in Sep- 
tember, said the hearing would con- 
sider the sale of those dietetic bever 
ages and foods containing sugar sub- 


stitutes. Present regulations forbid it 


Two out-of-state firms have re- 
quested permission to sell through 
normal sales channels bottled drinks 
which do not contain sugar. The pri 
mary use of such products is for 


diabetics and those on a reducing diet 


As proposed, the products would 
have to be properly marked and de 
signated as sugar-substitutes contain 
ing and intended for sale as dietetic 


heverages or foods. 








what makes a 


FRANCHISE 
VALUABLE? 






ORANG 





E DRINK 


The one new combina- 
tion bottle for both 
root beer and orange 
means less handling 
. cuts cost. 


A franchise is valuable only if the product 
Has— 

superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 

say, easy to remember 

These three “musts add up to a fast selling 
beverage a valuable franchise. Goody 
Orange Drink has all three! You will want to 
investigate a valuable Goody Orange Drink 
franchise for your territory. Write today, with 
out obligation, of course. 


Visit Our Convention Booth, No. 217 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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THIS IS 
THE STORY 


. 
Every year millions of 
people see Nesbitt’s colorful 
tempting advertisements in 
Life —Look —Family Circle — 
Woman’s Day—Houscehold, 
and other National Magazines. 
As a result, Nesbitt’s name 
has become accepted and well 
known across the nation. And 


the demand for Nesbitt’s has 





been increasing everywhere. 





The records show that 





Nesbitt’s is a good sales _ 
.. that Nesbitt’s 






repeater ° 





demand is increasing year by, 





year. That’s what makes it a 





ae vereeltiom aletme Mectlatl aes 






Nesbitt’s is distributed in 47: 





states but there are a number 






of open territories. At your 





request roltts representative will 





be glad to visit your plant. 


NESBITT FRUIT PRODUCTS, INC. 


2946 East llth Street, 
Los Angeles 23, California 












al soft drink bottling company 
which began 19 years ago in Miami 
with only 4,000 feet of space and one 
truck, will move within a few weeks, 
into approximately 40,000 feet of mod- 
ern facilities. 

With the completion of this new 
plant at 837th St. and Miami Ave. Sher- 
man Tobin, President of the Seven-up 
Sottling Co. will have realized the 
dream begun by his father, of bring- 
ing his company into the ranks of the 
top three soft drink bottlers in the 
south ...a rise that parallels the com- 
mercial growth of Miami itself. 

The new plant, complete with the 
latest equipment for the bottling of 
Seven-up, will enable the company to 
turn out approximately 185,000 bottles 
per day. The’need for the new building 
resulted from the steady sales increase 
of this soft drink. 

The plant and offices will be incor- 
porated into one streamlined new 
building which is expected to become 
a bottling showplace of South Florida. 
The executive offices are to be located 
on the mezzanine with large picture 
windows overlooking the plant opera- 
tion. Special 14-foot plate glass win- 
dows forming the radial corner of the 
building afford visitors too, a complete 
view of the entire bottling operation. 
These windows were designed and 
manufactured specifically for this 
building purpose by the Miami Glass 
Co. As they are removable, easy access 
is allowed into the main work area for 
extra-size equipment and machinery. 
Throughout the plant, careful layout 
of structural columns and 20-foot ceil- 


ings for special stacking of cases and 


Big New 7-Up Plant For Miami 





























bottles, have saved more than 30° 
in floor area requirements. 

Special consideration for a future 
second floor has been incorporated into 
the design as well as provision for 
additional rollup doors, elevators and 
stairways. This was an essential in 
design requirements as the Seven-up 
Co. is operating under a long-range 
expansion plan. 

For Mr. Tobin and his associates, 
the new plant is the culmination of 
many years of working toward greater 
expansion and larger production faci- 
lities. According to Mr. Tobin, it is 
just the beginning of what he fully 
expects to become an even larger en- 
terprise during the years ahead. 

In line with his company’s desire to 
take an active part in community 
affairs, Mr. Tobin has announced that 
the opening of the new building sched- 
uled for the first part of October, will 
be marked by a gala Open House for 
all greater Miamians. 





SHERMAN J. TOBIN 


Sees a dream come true in the comple- 
tion of his new plant. 
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Use Your Pl 


Byer alert bottler is aware of the value of 
good public relations. Too few bottlers, however, 


are aware that public relations begins at home 
—starting with the appearance of their plants. 
An unkempt looking plant reflects adversely on 


the product it manufactures; on the other hand, 


a neat, clean-looking operation is a big sales 
booster for any food product. 

A fact-packed report on the importance of 
keeping plants in yood-looking condition re- 
cently was composed by the Public Relations 
Committee of the Canadian Bottlers of Carbon- 
ated Beverages. The report, which also dis- 
cusses ways and means of beautifying a bottling 
operation, as well as other phases of internal 
public relations, is published herewith: 


Awe you taken the trouble lately to appraise the 
appearance of your plant as it looks to your dealers 
and customers and those who call on you? Since you 
bottle pure and wholesome products, your plant 
both inside and out—should carry out this associa- 
tion of high quality. 


Take a minute to walk across the street from your 
plant and survey it critically. 


Can you see unsightly 


SECRET 


OF SUCCESS... 





NO CARBONATION 

in Bireley’s Orange Drink! 
No artificial flavor, 

either! Just wholesome 
refreshment — 

with honest-to-gosh 
orange flavor! 


Reach this “PLUS” market 
—write today for 
franchise information 


BIRELEY’S DIVISION 
General Foods Corporation 
1127 No. Mansfield Ave., Hollywood 38, California 


AMERICAN, 


831 


ant...To Sell Your Product! 


broken cases, glass, discarded cartons and other 
operating debris? If so, cleaning up this eye-sore 
will improve appearance in a big way. And if your 
plant has any street frontage, consider the attrac- 
tiveness of a few evergreens and some sodding 
both modest costing items in relation to the atmos- 
phere they create. 

Paint is a good inexpensive beautifier, too. Not 
only will it dress your plant up, but will help protect 
your investment from the ravages of the weather. 
A good quality paint job was never anything but 
money well spent. And not only is good appearance, 
good business, but it will also make your employees 
proud of the fact they work in your establishment. 


Another exterior “must” is identification of your 
plant. You are proud of the design and trademark on 
vour bottles and crowns, but chances are you haven't 
got your name outside your building. Outside signs 
not only tell people where your products are made, 


but offer another important opportunity to present 


your trademark in super-size, where all may see it. 


You can’t expect a dealer to think much of your 
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SO. WABASH AVENUE CHICAGO 5, 
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Your plant—if it’s clean-looking and neat—can be a 
big factor in boosting your sales volume. 





bottling operation or brand if you haven't enough 
pride to hoist your name! 

And what about your windows? Are they merely 
devices that were built in, or do you put them to 
work? Clean windows not only permit improved 
working conditions in your shop, but also invite 
people—curious by nature—to want to see how their 
favorite soft drink is made. Don’t hide your light 


under a bushel. Keep windows clean and convey 





























FOR YOUR 


Syrup Room FILTER 
Operation 


We can supply all or any port of your 

filtering, mixing, storing and filling equip- 

ment. STAINLESS 

© MIXING & STORAGE TANKS STEEL 

® PORTABLE AGITATORS SMALLWARE 

© FILTER MEDIA e FILTERS 

© STAINLESS STEEL MEASURES, 
PAILS, Etc. 

© FILLERS © TUBING © PUMPS 

© FITTINGS 

© CONVEYORS, Etc. 


See us at Booth No. 232 
at the ABCB Convention 
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2414 S. MICHIGAN AVE., CHICAGO 16, ILL. 























Visit FLAVOREX 
Booth 1007 


at the 


ABCB 
CONVENTION 


in Chicago, November 9-12 


@ for superlative, delicious drinks, 
come to Booth 1007. Stop by and 
taste the superior FLAVOREX real 


fruit flavors. 








our convention headquarters 


HOTEL SHERMAN 











FLAVOREX 


COMPANY, INC. 


Manufacturers of Fine Fruit Flavors 


302 S. CENTRAL AVENUE 
BALTIMORE 2, MARYLAND 
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that atmosphere of sparkling cleanliness that should 
be present in every aspect of your operation. 
After outside examination, look inside critically, 


too, and see what impression your plant conveys. 


Shabby offices and waiting rooms won’t enhance your 
reputation. You don’t have to have broadloom or 


leather covered furniture, but make those who must 
call on you feel at home in a clean atmosphere. See 
that they have something available to read, and a 
cold bottle of their favorite flavor tastes extra good 
when killing time. 

Then step further into your plant proper. See that 
your machines are painted at least yearly. Check the 
floor for litter and excessive broken glass. What 
about the atmosphere? Does it smell unpleasantly 
and are flies and pests allowed to go their merry 
way? There are many inexpensive chemical insect 
killers available, and of course screen doors and 
screens on the windows should be a must. Remem- 
ber, visitors are critical and see things that you, 
from day to day, have long since become immune to 
worrying about. 

One of the best ways to sharpen your eye is to visit 
other plants. Discover the “other man’s way of doing 
things.” Not only will it help cement better rela- 
tionships within the industry, but chances are, you'll 
probably pick up an idea or two. Taking a “Bus- 
man’s” holiday on your day away from the plant and 
visiting another bottler is time well spent. Try it. 

While you may be too busy to actually conduct 
plant tours in the summer, it is a good time to think 
about the project and plan something along these 
lines for the Fall. 
civic and church representatives, boy scouts, girl 


Teachers, professional people, 


guides—men and women from all walks of life—are 
generally interested in plant tours. They will be 
happy to accept an invitation—one of the best means 
of public relations you could ask for. 

Small groups, properly guided, are more easily 
handled and permit everyone greater guidance and 
opportunity to receive your message. Naturally, the 
plant should be operating the evening when tours are 
organized, and this small investment in possible 
overtime will amply repay itself in future dividends 
for your brand. After the tour, refreshments will 
be in order. Keep them simple. Your full line of 
flavors should be on ice, and perhaps some food. 
Cheese and crackers and foods that go well with 
thirst-quenching soft drinks will convince your visi- 
tors of the extra enjoyment possible of serving car- 
bonated beverages with food. And don’t forget the 
“little” things when refreshments are served: paper 
serviettes, straws or paper cups, and perhaps a table 
center made using cases of your product. The ideas 
are without limit, and if well done, will leave a last- 
ing and favorable impression after the tour. 

If you think and act on some of these recommenda- 
tions—proven time and again by successful bot- 




















For a Better 
Buy 







“Gaco Tufbilt 
Beverage Cases 


BETTER APPEARANCE .. . a difference you can see 

. . is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
Gaco Case a completely solid finish for improved 
luster, durability. Send us your order today . . . see 
why Gaco Tufbilt Cases 


Specify 


LOOK BETTER 
LAST LONGER 


Standard 


replacement parts. 
LAC. 
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Joes GIDEON - ANDERSON 


MISSOURI 





GIDEON 


NULOMOLINE 
ugar 








The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 
e Controls batches 
e@ Decreases labor costs 
@ Increases production 


TANK CARS 
TANK WAGONS 
Order direct or 


through your 
Sugar Broker 








@ Eliminates bag dust, 9, pases (4/E NULOMDLIN 
lint, and sugar : ~~ ~) wae 
Ly Sum, 





Spillage 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 
Brooklyn, N.Y. « Chicago, Ill. » Los Angeles, Cai. » Montreal, Canada 
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OF- 
SALE ) 
ADVERTISING wis 


f 
POINT- OS 


HANSEN 
ONE-HAND 
TACKER 


% POSTERS POINT-OF-SALE ADVERTISING is installed 
% SIGNS neater, faster, in more outlets—with the 
HANSEN one-hand Tacker. Zip! Zip! Fast as 
*& PLACARDS you grip—it drives T-head Tacks or two-pointed 
* WINDOW tackpoints. Holds 84 to 140 staples per loading. 
TRIMS Extensively used by national advertisers, job- 
% INDOOR bers, distributors, bottlers, for timely, effective 
AND tacking of all types of indoor and outdoor point- 
OUTDOOR of-sale materials. Write for full details. 
POSTING REQUEST 
sk STREAMERS egeeel 
PANELS 5056 Ravenswood Ave., Chicago 40, Ill. 





there’s an AMERICAN PARTITION 
TO PACK FASTER, SAFER 


Ds 


be. 


Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
Volume production 
when you wont if. 








WIDE SERVic¢ 


=, 


PARTITION CORPORATION 


3043 N. 30TH ST. @ UPTOWN 3-5100 @ MILWAUKEE 10, WIS 
5 Plants and 3 Sales Offices to Serve You Promptly! 
P s 


LANT 

WESTERN: P.O. Box 312 (15th and O Sts.), Merced, Calif. 
HOME OFFICE (3 Plants): Milwaukee 10, Wis. 
EASTERN: Bound Brook, N. J., Bound Brook 9-3100 

SALES OFFICES 
MIDWESTERN: 767-73 Milwaukee Ave., Chicago 22, Ill. 
SAN FRANCISCO: 2400 Buchanan St., Jordon 7-8224 
LOS ANGELES: 9118 Sunset Bilvd., Bradshaw 2-7534, 2-7489 
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tlers everywhere—you'll be off to a good start on 

one of the most important aspects of any Public 

Relations program you want to carry out. Get your 

plant in shape before you think of distant fields. 
The cost is slight; the results, high! 


Novel Bottle Exchange Method 


Members of the Charleston (VW. Va.) bottlers’ 
Association recently initiated a novel—but highly 
effective—method of bottle exchange. 

The plan work thusly: One concern has the re- 
sponsibility for a period of one month to visit all 
of the soft drink plants in Charleston returning 
bottles “foreign” to their own concern. In _ this 
manner, all ‘‘foreign” cases and bottles are returned 
to the proper owner at least once a month through- 
out the vear. 


Canada Dry Team Wins 4th Little 
League Baseball Title 


The Canada Dry Yankees, Little League baseball 
team sponsored by the Canada Dry Bottling Co. of 
New London, Conn., won another championship this 
year when the New London team beat Stamford for 
the Connecticut State Little League title. Players 
in this league range between eight and twelve years 
old. 

Jack Boyd, president of the bottling company, has 
sponsored the team for four years, during which 
it copped three championships and one second place. 
Commercialism is minimized under League rules, he 
said, “but we get our reward in popular goodwill 
through association of the Canada Dry name with 
the sportsmanship of baseball.”’ 

Fans of the game get a kick out of two of Boyd’s 
players, Bruce Elliott and Henry Carnaroli, an un- 
usual pair. In the major leagues they would be a 
cinch to win Most Valuable Player honors on a 50- 
50 basis. Both are pitchers. Also, both are catchers. 
Also, both are power hitters. Thus when one is 
pitching, the other is catching, and so they both 
remain in the lineup as a one-two batting punch in 


every game. 
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HIRES MENU BOARD FOR EATERIES ... 


V/inning widespread acceptance in the nation’s ea‘iny 
places is this recently-introduced Hires Menu Board. 
Unit is furnished complete with full assortment of “food 
strips” and “price numerals’; thus, from the dealers’ 
standpoint, it possesses high utility value. 








Green River 
Ds 
Rolling 


HERE'S WHY: 


|. One of the industry's oldest names, 
well established with the public. 


2. Anew ownership-management team 
of experienced beverage men. 


3. NEW merchandising programs that 
are skyrocketing sales in present 
markets. 





Are You Ready to Roll to Greater 


Profits with Green River? If so, Write: 


Green River Corp. 


1926 W. 18th ST. CHICAGO, ILL. 


















For Your Production Manager - - - 
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MODEL 830 AA PACKER WITH AUTOMATIC CASE FEED 


PROVEN DEPENDABILITY 


AD ile sWledu jade 


WHEN “THE HEAT IS ON” 


In summer, “the heat is on”. Production is at its peak, pressure on equip- 
ment is at its greatest. You should be realizing top profits. During this 
critical period, you can rely on Standard-Knapp equipment to keep you 
rolling — not simply because of superior design, precise workmanship and 
quality materials, but also because these principles are combined with a 
full understanding of your requirements. Our engineering and application 
experience is one big reason why 

IT PAYS TO STANDARDIZE ON STANDARD-KNAPP EQUIPMENT 


Please write to Dept. N for our catalogs 


Only the best is good enough 


BOTTLE 
HANDLING A Bin To Store 
EQUIPMENT 


Cleaning Compounds 





BS veavone realizes that if materials are stored as 
close as possible to the areas in wnich they are to be 
used, a more efficient operation will result. In the 
average bottling plant, this principle is followed 





quite generally in storing ingredients, containers, 
—— and machinery parts. But because of the disorder 
which often develops around drums, pails and bags 
of cleaning compounds, they are usually stored in 
inconvenient, out-of-the-way places. 

By building a suitable storage bin—-somewhat like 
the one in the accompanying drawing — cleaning 
compounds can also be placed near points of use 
without detracting from the appearance of the area. 
As used in one bottling plant, the cabinet for clean- 
ing compounds has four compartments, each holding 





approximately 100 pounds of material. Bin doors, 
properly labeled, swing outward and upward. On 
the back of each door are directions for using the 
material, and each compartment has a suitable meas- 
uring cup for dispensing. 

The four-compartment bin is neat and requires 
very little space; saves time in procuring materials ; 


makes a favorable impression on those who visit the 





plant, and encourages the maintenance crew to keep 
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the plant in order at all times. 
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_ STANDARD-KNAPP 


DIVISION OF EMHART MFG. CO. 


PORTLAND, CONNECTICUT 
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PROMPT HELP FROM THESE SALES, ™~ 7 | — 
ENGINEERING AND SERVICE OFFICES q be : [a 
se a oe t 

ATLANTA, GA. NN a 

BATAVIA, N. Y. SF Tip ‘ om 

BOSTON, MASS. ‘ mw 

Ghai N XY‘ 

CHICAGO, ILL. .. -4 

CLEVELAND, O. ae 

HOUSTON, TEXAS ‘ | | | 

INDIANAPOLIS, IND. = i. an 

LOS ANGELES, CALIF a aa 

“4 

MINNEAPOLIS, MINN. { a eS 
, NEW YORK, N. Y. 

SAN FRANCISCO, CALIF. , LRONT Vitpy ; 
SEATTLE, WASH. een hed 
' ST. LOUIS, MO. This sketch shows how the bin was constructed, with doors 

CANADA opening outward and upward. Compartment for sterilizing 

t T. C. FENTON compounds should be airtight. 
i HAMILTON, ONTARIO 
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Spoilage Can Be Controlled! 



































acu month many bottlers are helped by the contents of the bottle that showed sediment were mi- 
A.B.C.B. Technical Service and its traveling lab- croscopically examined and found to contain numer- 
oratory with problems that might occur in the man- ous yeast cells. After incubation, the plates repre- 
ufacture of their beverages. Using the special equip- senting the various samples were studied and counts 
ment and technical training necessary for this work, made of the number of organisms present. Micro- 
technicians of the Washington laboratory analyze organisms were found only in those samples of car- 


samples submitted by member bottlers, and find the . bonated water taken from the filler as well as from 
causes of the irregularity. the freshly finished product. The samples of empty 

Spoilage is a problem, according to the technicians, bottles and finished syrup were completely free of 
that is frequently reported. An example is given any of these yeast micro-organisms. On the basis 


of one plant that was getting complaints from cus- of these results it was assumed that the source of 


tomers concerning a sour off-taste and sediment contamination was in the filler itself. 

in the beverage. The plant executives asked the Upon reporting the results to the bottling firm, 

Association for assistance. After receiving samples the A.B.C.B. technicians learned that no definite 

of bottles discharged from the soakers, syrup throw cleaning and sterilizing routine had been put into 

from the syruper, bottles of the finished product, effect for the filler itself. The Association Technical 

bottles of spoiled beverage from the trade, and Service Department recommended to the bottler a 

samples of water before and after treatment, the weekly cleaning and sterilizing program, details of MAINTENANCE 

A.B.C.B. experts went to work. which were outlined in the report. Every item of equipment in the plant of the Pepsi-Cola 

Bottling Co., Cleveland, Ohio is regularly checked, 

Each sample was cultured into appropriate media After the bottler had tried these recommendations overhauled, and painted as part of a carefully-planned 

for the cultivation of veast, mold and bacteria micro- for three weeks, he submitted another identical preventive maintenance program. Here, Waukesha 


j syrup pump is being scraped, prior to painting. Com- 
organisms. The culture plates were allowed to in- sample to the Association laboratory. Subsequent pany feels that keeping machinery units in clean, top- 
operating condition extends their life and helps insure 


‘ubate for ‘our days » meantime the ‘Xaminati > conti é | ; 
cubate for two to four days. In the meantime the examination showed that the contamination in the product quality. 
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Water Conditioning Headquarters 9 visit with osition itoeiecati 
; . ys Pe Ex ar \/ Unscramblers 
oo re . Chic cag? , : ht alge Lights 
phitheo! ; \/ Bottle Conveyor 
w plant V Syrupers 
V Fillers 


their new . 
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for Over 40 Years 


internation’ 
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The Permutit Company 
330 West 42nd Street, New York 36, N. Y. V Labelers 
\/ Crowner 
\/ Mixers 
\/ Cappers 
\/ Rotary and Stationary 
Accumulating Tables 
\/ Case Packer 


Fowler 4 veuine 
sg V Fittings 


V Tanks 


and to visit with 








Dependable Equipment \V/ Agitators 


THAT QUICKLY PAYS FOR ITSELF ae A ° v commmenican 
V tt 
The low initial cost of Fowler bottling equipment plus long years of iis Wee 


dependable service add up to savings that are more than equal to , , 
the purchase price of these appliances V Sterilizers 


V Rotary Vacuum 


@ Case Painting Machine @ Cooler Paint Remover ; 

@ Case Printing Machine @ Crown Hopper Control Filler and. Crowner 
@ Case Rebanding Machine @ Syrup Pump 

@ Bung Puller @ Empty Gas Drum Signai 


Write Today for Full Information on These Appliances 


BOTTLERS APPLIANCE CO.., Inc. ae —_ BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
675 Pulaski Street Athens, Georgia 3024 South Wabash Ave. + Chicago 16+ Phone DAnube 6-1344 
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To make your brand their first choice 








USE EXCHANGE BOTTLERS JUICES 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 


California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT * ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N. Y. 
318 Cadiz Street, Dallas 2, Texas 


Exchange beverage bases are prepared to the strict- 
est laboratory specifications, This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 
fresh, more natural fruit flavor. 


For full information about these popular, monvy- 


making bases, write any of the offices listed below: 







BOTTLERS 
JUICES 









filler no longer existed and that spoilage had been 
completely stopped. 

Another bottler complained that his soaker was 
not doing an adequate sterilizing job of his bottles. 
Again, tests made at the A.B.C.B. laboratory in- 
dicated that the bottles were being contaminated 
somewhere in the washing process. Since a frequent 
source of contamination in a bottle washer lies in a 
fresh water tank or rinse compartment, the tech- 
nicians believed that that was where the trouble lay. 
They recommended draining and _ sterilizing the 
tank. The bottler revealed that he had been draining 
his tank nightly but never had considered sterilizing 
it. Later examination showed that his washer is now 
delivering commercially sterile bottles completely 
free of yeast micro-organisms. 

During this Spring the Traveling Laboratory vis- 
ited bottlers in Arkansas, Missouri, Texas and 
Oklahoma. “Al” Lineweaver, Technical Counselor 
for the National Association, reports that the big- 
gest trouble seemed to lie in the lack of understand- 
ing of water treating equipment, specifically the 
super-chlorination coagulation units. “‘We_= spent 
much of our time”, he said, “explaining the opera- 
tion of the unit as well as instructing by actually 
testing the water according to manufacturers’ rec- 
ommendations. We found that this individual con- 
tact and instruction is often far easier for the bot- 
tler to grasp than trying to follow directions out of 
a book.” 

Strangely, not all of the members who could bene- 
fit from the technical service are using it. Bottlers 
are urged to take advantage of the resources and 


assistance provided by the Washington laboratory. 








BIG WINDS IN DR. PEPPER 


An original stage production, burlesque style, highlighted 
the recent annual picnic for Dr. Pepper Company em- 
ployees and their families held on a ranch 20 miles from 
the company’s Dallas national headquarters. 


Department heads of the Dr. Pepper Company tried their 
lung power in a balloon-blowing contest. Introduced to 
some 500 employees and families as the “Big Wind Boys” 
were (left to right): Jack Kincaid, assistant office manager; 
Howland Butler, chief chemist: A. H. Caperton, advertis- 
ing manager; Robert Conybeare, assistant general sales 
manager; Hugh Thompson, assistant manager of company- 
operated plants; George A. McCorkle, Dallas sales man- 
ager; and Alvin Kelly. Dallas vendor route manager. 
Kneeling is J. A. Barfield, Southeastern division manager. 
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ERAGE PRICES ... BY STATES 


(Continued from Page 44) 
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MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
80 80 ~ .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.96 .96 .96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80-1.00 
80- .96 .96—-1.10 
90- .96 §=.96-1.10 .90-1.65 
. .96 96 
85-1.00 .90-1.10 
.80 80- .96 
80- .96 .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
..... 1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 
NEBRASKA 
6-8 oz. 10-12 0z. Quarts 
1.20 1.20 
1.20 1.20 
.80 .96 
1.20 1.20 
1.30 1.30 
1.20 1.40 
1.20 1.40 
.80 .80 
NEVADA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 
1.30 1.30-1.35 1.80 
1.35 1.35 1.80 
NEW HAMPSHIRE 
6-8 0z. 9-12 oz. Quarts 
1.20 
1.40 1.20—1.40 


What do you want in a beverage bottle... 
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Give your beverage the benefit 
of a good-looking bottle... 


Choose THATCHER WEDG-WALLS 
with Pyroglaze labels! 


Thatcher Pyroglaze fuses your label in brilliant color 
right into the bottle's surface. It eliminates relabel- 
ing . . . cuts your bottling costs... 
appeal'’ te your beverage at point of sale. With 
Pyroglaze, there's nothing to chip, wash or wear off 
during the life of long-lasting WEDG-WALL Bottles. 


adds "'buy- 


Get the inside story on WEDG-WALLS with Pyroglaze 
labels—call in your nearby Thatcher representative! 
Or write Thatcher Glass direct for full details. 


Wuse Yy 


Pyroglaze is a copyrighted name of the Thatcher Glass Manu- 
facturing Co., Inc., identifying colored lettering and design 
fused into the glass surface of the bottle. 


THATCHER GLASS MANUFACTURING COMPANY, INC.. ELMIRA, N.Y. 


Factories: Elmira, N.Y., Streater, Il 


Representatives in Principal Cities 


Lawrenceburg, Ind 








>) 


To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 
California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT © ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N.Y. 
318 Cadiz Street, Dallas 2, Texas 





Kxchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 
fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 





BOTTLERS 


JUICES 


filler no longer existed and that spoilage had been 
completely stopped. 

Another bottler complained that his soaker was 
not doing an adequate sterilizing job of his bottles. 
Again, tests made at the A.B.C.B. laboratory in- 
dicated that the bottles were being contaminated 
somewhere in the washing process. Since a frequent 
source of contamination in a bottle washer lies in a 
fresh water tank or rinse compartment, the tech- 
nicians believed that that was where the trouble lay. 
They recommended draining and sterilizing the 
tank. The bottler revealed that he had been draining 
his tank nightly but never had considered sterilizing 
it. Later examination showed that his washer is now 
delivering commercially sterile bottles completely 
free of yeast micro-organisms. 

During this Spring the Traveling Laboratory vis- 
ited bottlers in Arkansas, Missouri, Texas and 
Oklahoma. ‘Al’ Lineweaver, Technical Counselor 
for the National Association, reports that the big- 
gest trouble seemed to lie in the lack of understand- 
ing of water treating equipment, specifically the 
super-chlorination coagulation units. ‘“‘We = spent 
much of our time”, he said, “explaining the opera- 
tion of the unit as well as instructing by actually 
testing the water according to manufacturers’ rec- 
ommendations. We found that this individual con- 
tact and instruction is often far easier for the bot- 
tler to grasp than trying to follow directions out of 
a book.” 

Strangely, not all of the members who could bene- 
fit from the technical service are using it. Bottlers 
are urged to take advantage of the resources and 


assistance provided by the Washington laboratory. 








BIG WINDS IN DR. PEPPER 


An original stage production, burlesque style, highlighted 
the recent annual picnic for Dr. Pepper Company em- 
ployees and their families held on a ranch 20 miles from 
the company’s Dallas national headquarters. 


Department heads of the Dr. Pepper Company tried their 
lung power in a balloon-blowing contest. Introduced to 
some 500 employees and families as the “Big Wind Boys” 
were (left to right): Jack Kincaid, assistant office manager; 
Howland Butler, chief chemist; A. H. Caperton, advertis- 
ing manager; Robert Conybeare, assistant general sales 
manager; Hugh Thompson. assistant manager of company- 
operated plants; George A. McCorkle, Dallas sales man- 
ager: and Alvin Kelly, Dallas vendor route manager. 
Kneeling is J. A. Barfield, Southeastern division manager. 
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BEVERAGE PRICES ... BY STATES 


(Continued from Page 44) 


What do 





Cities 





Greenville 
Vicksburg 
Meridian . 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 


eR Rare 


Sedalia 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


Cities 





Great Falls 
Helena 
Missoula . 
Anaconda 
Butte . 
Billings 
Havre 
Kalispell . 


Cities 





North Platte 
Grand Island 
Omaha 
Lincoln be 
Scottsbluff 
Norfolk 


Columbus . 


Fremont 


Cities 





Reno 
Carson City 
Las Vegas 


Cities 


Keene 
Claremont 


October, 1953 




















MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.96 .96 .96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96  .80-1.00 
80- .96 .96-1.10 
90- .96 = .96—-1.10  .90-1.65 
. 96 96 
85-1.00 .90-1.10 
.80 .80- .96 
80- .96  .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 
NEBRASKA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20 
1.20 1.20 
.80 .96 
1.20 1.20 
1.30 1.30 
1.20 1.40 
1.20 1.40 
.80 .80 
NEVADA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 
1.30 1.30-1.35 1.80 
1.35 1.35 1.80 
NEW HAMPSHIRE 
6-8 0z. 9-12 oz. Quarts 
1.20 
1.40 1.20—1.40 


BOCITELIVIOL 


aie age 
INTERNATIONAL SOFT DRINK 
INDUSTRY EXPOSITION 
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you want in a beverage bottle... 




















Give your beverage the benefit 
of a good-looking bottle... 


Choose THATCHER WEDG-WALLS 
with Pyroglaze labels! 


Thatcher Pyroglaze fuses your label in brilliant color 
right into the bottle's surface. It eliminates relabel- 
ing .. . cuts your bottling costs . . . adds ‘'buy- 
appeal’ te your beverage at point of sale. With 
Pyroglaze, there's nothing to chip, wash or wear off 
during the life of long-lasting WEDG-WALL Bottles. 


Get the inside story on WEDG-WALLS with Pyroglaze 
labels—call in your nearby Thatcher representative! 
Or write Thatcher Glass direct for full details. 


| Wy 


Pyroglaze is a copyrighted narne of the Thatcher Glass Manu- 
facturing Co., Inc., identifying colored lettering and design 
fused into the glass surface of the bottle. 


THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 
Factories: Elmira, N.Y., Streater, [11., Lawrenceburg, Ind 


Representatives in Principal Cities 
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1400-WD 
ELECTRIC 
MODEL 









BIG LINE OF ICE AND 
ELECTRIC—WET OR DRY MODELS 


dee a 
P. 


Prodwets. 


ve 1047 aA. 


STANDARD OF QUALITY FOR OVER 26 YEARS! 





‘Circumstances alter cases .. ."" Beverage cases 





are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 
teristics of individual bottles. 

“Custom-made” beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY inc. 


265 Post Road 
Plant 


OYerat tame olalal-taiiael) 
Bellows Falls, Vt. 





78 





Rochester 
Manchester 


Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 


Camden 


Cities 





Santa Fe 


Albuquerque ... 


Roswell 
Hobbs 
Carlsbad 


Cities 





Albany 
Hudson 

Troy 
Schenectady . 
Syracuse 
Binghamton 
Amsterdam 
New York City 
Niagara Falls 
Buffalo 


| Olean 


Jamestown 


Cities 





| Asheville 
| Charlotte 
| Greensboro 


Raleigh 
Wilmington 
Winston-Salem 


Cities 





Minot 
Grand Forks 
Bismarck 
Fargo 
Jamestown 


Devils Lake 


Cities 





Toledo 
Lorain 


Cleveland 






































80- .96 .96 1.20—1.60 
65- .96 .96-1.20 .80-1.60 
NEW JERSEY 
6-8 oz. 10-12 oz. Quarts 
.96 1.20 1.60 
70- .90 .90-1.00 1.00-1.25 
70- .90 .90-1.00 1.00-1.25 
75— .96 1.10-1.20 1.00-1.44 
.60- .95 1.00-1.15 1.00-1.35 
-95-1.05 1.00-1.20 1.35-1.50 
.75-1.20 .90-1.20 1.00-1.60 
NEW MEXICO 
6-8 oz. 10-12 oz. Quarts 
80- .90 .80- .96 1.45-1.60 
.80 80- .96 1.45-1.60 
.80-1.00 .80-1.20 1.60 
.80-1.20 .80-1.00 1.60 
.80-1.00 .90-!.20 1.60 
NEW YORK 
6-8 oz. 10-12 oz. Quarts 
.96 .96-1.20 1.30-1.80 
96 1.30-1.80 
.96 1.30-1.80 
.96 .96—-1.20 1.30-1.80 
.96 1.30—1.80 
.96 1.30—1.80 
.96 .96—-1.20 1.30-1.80 
.96-1.20 .96-1.20 1.20—1.80 
.96 1.40 
.96 1.20 1.45 
.90 .96—-1.20 1.40 
.96 1.20 1.40 
NORTH CAROLINA 
6-8 oz. 10-12 02. Quarts 
80- .96 .80— .96 1.20-1.60 
80- .96 .80— .96 
.80 80-— .96 1.60 
80- .96 .80-2.08 1.20—1.60 
.80 .80-1.60 1.50-1.65 
.80 80- .96 1.60 
NORTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 1.20 1.70-1.85 
1.20 
96-1.20 .96-1.10 1.60-1.75 
.96-1.20 .96—-1.40 1.60-1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
.65- .96 .80-1.10 1.30—1.65 
.96 1.45—1.60 
80-1.12 .96-1.20 1.20-1.60 
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BOTTLE-WASHING 








,.. bere’s how 








Just add a little Oakite Composition No. 53 to 


your caustic bottle washing solution. You'll 


find this will cut your costs by reducing caustic 


carry-over from washing to rinsing operations. 


In one plant, for example, the daily caustic up- 


keep dropped from 120 lbs. to 60 lbs. 


The use of Oakite Composition No. 53 also 


gives you cleaner bottles. You can get rusty 


necks clean. Even cement deposits are removed. 


Bottles rinse better, with no cloudy, 


breeding film. Reruns are fewer... 


bacteria- 


in one plant 


reruns were cut from 7 cases to just 5 bottles. 


Colgeei 


BEVERAGE QUALITY 


FREE BOOKLET 
GIVES DETAILS 


In this helpful 24-page illustrated 
booklet, you'll find all the details you 
want on cutting bottle washing costs, 
improving rinsing, lowering caustic 
upkeep. Also you'll find helpful infor- 
mation about other successfully used 
Oakite methods for complete plant 
sanitation. Write for your FREE copy 
26A 
Rector Street, New York 6, N.Y. 


OAKITE 


Cleaning & Germicidal Materials 


today. Oakite Products, Inc., 


Technical Service Representatives Located in 
Principal Cities of United States and Canada 
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AND 
INTERNATIONAL SOFT DRINK 
INDUSTRY EXPOSITION 
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Akron . 80- .96 .96—-1.20 1.10-1.45 
Youngstown 96 1.20 1.45 
Lima . 80- .96 .80-1.12 1.10-1.50 
Canton 80- .96 .96—-1.20 
Columbus .80-1.12 .96—1.12 .90—1.60 
Springfield 80- .96 .80-1.14 1.40-1.60 
Dayton .80-1.12 .96-1.12 1.25-1.60 
Cincinnati 96-1.12 .96-1.12 1.36-2.00 
OKLAHOMA 
Cities 6-8 oz. 10-12 oz. Quarts 
Bartlesville .80 .80 
Tulsa 80- .96 .80- .96 
Oklahoma City 80-1.00 .80-1.20 
Muskogee .96 .96 
Okmulgee 80- .96 .80- .96 
Lawton .80 .80 
Ardmore .80 .80 
Shawnee .96 96 
OREGON 

Cities 6-8 oz. 10-12 oz. Quarts 
Astoria* 1.50 1.50 2.00 
Portland .90—- 96 =.96 1.25-1.75 
Salem* 1.40 1.40 2.00 
Eugene 1.40 1.40 2.00 
Roseburg 1.40 1.40 2.00 
Klamath Falls 1.40 1.40 2.00 
Grants Pass 1.30 1.30 1.80 
Medford 1.30 1.30 1.80 
Coos Bay 1.30 1.30 1.80 
* Except Coke at .90. 

PENNSYLVANIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Allentown 70- .96 1.12 1.00-1.45 
Harrisburg 80-1.00 1.00-1.12 1.40-1.60 
Johnstown 96—-1.12 1.12 1.50 
Philadelphia 75-1.12 .80-1.56 .90-1.65 
Pittsburgh .65-1.20 .90-1.40 1.00-2.00 
Reading -96—-1.12 1.12-1.20 1.45-1.60 
Scranton 55- .96 .90-1.96 1.25-1.60 
Wilkes-Barre 70-1.00 .90-1.10 1.00-1.45 

RHODE ISLAND 
Cities 6-8 oz. 10-12 o7. Quarts 
Providence 60- .96 .80—-1.12 .90—1 .60 

SOUTH CAROLINA 

Cities 6-8 oz. 10-12 02. Quarts 
Charleston 96-1.20 .96-1.20 2.04—2.40 
Columbia 80-1.20 .96-1.20 2.04—2.40 
Florence 91-1.25 1.01 2.04 
Greenville 86-1.20 .96-1.20 
Spartanburg .86 96 
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Meyer Dumore 
Bottle Cleaner 





Meyer Dumore 
Filler and Crowner 














Meyer Dumore 
Syncrometer 





Meyer Dumore 
Deareotor 





Meyer Dumore wd 
Automatic Case Unloader 





won 
«<Segmume” 0, 


HOW T0 GET THERE 


¥ World Tandem Take Highway 41 to Milwaukee County 
Labeler Trunk Y (East Layton Ave.) Turn Right 
to South Meyer Place. 


GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN 


80 





| 
| Cities 





Sioux Falls . 
Aberdeen . 
Rapid City 
Pierre 

Watertown 


Cities 





Nashville 


Johnson City . 


Knoxville 
Jackson 
Memphis 
Chattanooga 


Cities 





Amarillo 


Wichita Falls . 


Fort Worth 
Dallas . 
Ranger . 
San Angelo 
Waco 
Austin 

Del Rio 

El Paso 

San Antonio 
Beaumont 
Houston 
Port Arthur 
Eagle Pass 
Laredo 
Alpine 
Monahans 
Abilene 
Lubbock 


Cities 





Ogden* 


Logan* 


Salt Lake City* 


Provo 
Richfield 
Cedar City 


SOUTH DAKOTA 

















* Coca-Cola at .80. 


Cities 





Burlington 





6-8 oz. 10-I2Z0z. Quarts 
. 96 .96—1.20 
. 0-1.00 1.20 
1.30 1.40 
.90-1.00 1.10—-1.20 
.96 1.10-1.20 
TENNESSEE 
6-8 oz. 10-12 0z. Quarts 
.80 
.80 
.80 
.80 
.80 
.96 
TEXAS 
6-8 oz. 0-12 0z. Quarts 
85- .95 .95 
.80 .80 
.80 .80 
.80 .80 1.65 
.96 .96 kas 
.90 .90 1.30 
80 .80 
80 .80 
80 80 
80-— .96 96 
80- .90  .80 1.40 
.96 96 
.80-1.00  .80-1.00 
96 .96 
96 .96 
.96 .96 
1.20 1.20 
.96 .96 
96 .96 
80 .80 
UTAH 
6-8 oz. 10-12 0z. Quarts 
1.00-1.40 1.00-1.40 1.60-1.80 
80-1.10 .80-1.10 1.55-1.80 
80-1.10 .80-1.10 1.55-1.80 
80-1.20 .80-1.20 1.55-2.00 
.80-1.40 .80-1.40 1.55-2.00 
VERMONT 
6-8 oz. 10-I120z. Quarts 
80-1.12 .96—-1.12 1.25-1.60 
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Cities 





Alexandria 
Danville 


Petersburg . 
Richmond ..... 


Roanoke 


Cities 





Yakima 


Cities 


Bluefield 
Charleston 
Huntington 
Clarksburg 
Parkersburg 





Cities 





Kenosha 
LaCrosse 
Madison 
Milwaukee 
Oshkosh 
Sheboygan 
Green Bay 


Cities 





Cheyenne 
Laramie 
Rawlins 
Torrington 
Wheatland 
Casper 


VIRGINIA 




















6-8 oz. I0-Il20z. Quarts 
.80 .96 
.80 .80 
.80 .80 
80- .96 .80— .96 1.00-1.60 
.96 96 1.25-1.60 
WASHINGTON 
6-8 oz. 10-12 0z. Quarts 
.96-1.40 .96-1.40 1.68-2.00 
WEST VIRGINIA 
6-8 oz. 10-I120z. - Quarts 
.96 .96 .85—1.00 
80- 96 .96 1.20—1.60 
.76-1.70 1.45-2.00 
1.20 1.20 
. 96 .96 
WISCONSIN 
6-8 oz. 10-12 oz. Quarts 
1.00-1.40 1.40-1.60 1.40—-1.65 
.96-1.00 1.10-1.25 1.25 
96-1.20 .96—-1.20 1.00-1.60 
.90-1.20 .90-1.20 1.10-1.65 
.90-1.20 1.00-1.10 1.25-1.40 
.95-1.20 1.10-1.40 1.35-1.50 
1.05-1.20 1.25-1.40 1.40-1.60 
WYOMING 
6-8 oz. 10-1202. Quarts 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
.90-1.20 1.20-1.30 


Bottiers Urged to Study Taxes; 
Voice Ideas To Congress 


With a comprehensive tax revision promised 
a first order of business when Congress reconvenes 
in January, soft 
business men have only a few months in which to 
study the tax problem as it affects them, and to tell 
their Senators and Congressmen what they believe 


drink manufacturers and other 


should be done about it. 


Both the 


National 
and the Chamber of Commerce of the United States 


have recommended prompt 


in income tax rates. The N.A.M. has urged adoption 


of a national sales tax of 4-59 
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This sales-effective customer service you 
can now provide conveniently. Progress 
NEW Special Events Cooler (Model No 
183) is easily handled by one man 

it's light in weight, and legs are easily 


removed and fit inside chest 


EXTERIOR: High baked enamel on zinc 
Legs of 114” O.D. Steel 
Tubing finished with aluminum _ paint 
INTERIOR 
threaded drain with plug through bottom 
INSULATION 1,” Rigid 
board in walls and 1” in bottom 
EQUIPPED: Cap catcher and Starr bottle 


opencr 


PROGRESS REFRIGERATOR CO. 


Louisville 1, Kentucky 


coated steel 


Galvanized Steel Brass 


insulation 


MODEL 
NO. 183 


PATENT PENDING 


CAPACITY: 


5 Cases 12-0z. Bottles 
or 7 Cases 6-o0z. Bottles 


OVERALL 
DIMENSIONS 


Length 38” 
Width 17%" 
Height 34%” 
Inside Depth 1644" 
Weight 65 Ibs 
Each in shipping carton 


Order yours today with your trade 
name or emblem silk screened on both 
front and back. Write for circular 
No. 454. 


Visi¢ us in booth No. 230 ABCB 


BEVERAGE COOLERS 
PORTABLE COOLERS... WATER COOLER 


it in Progress! 


here 5 Prof 
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... A REAL TASTE TREAT!--- “SUNSATION™ 


oe ewe ww ww ww www www wow wow ow ooo 4 


ttt 


| Because it has that 


FRESH FRUIT FLAVOR! 


Sure, there are many ORANGE beverages on the 
market — but none exactly like “"SUNSATION” with 
its tangy FRESH FRUIT taste! 4-0z. goods, ready to 
bottle.. .. Write today! 





Two-color crowns, advertising available. 





ESSENTIAL PRODUCTS CO., Inc. 


90 WATER STREET Established 1895 NEW YORK, N. Y. 








as 





Many New Improvements— 





Inside and Out! 


New streamlined exterior — also a safety feature. New 
automatic cut-out control gives operator more freedom. 
No tools required to change bottle sizes. The Filler that 
gives you 30 bottles per minute on 6 oz. through 12 oz. 
sizes. Case per minute on 32 oz. size. Write today for 
easy payment plan. Good trade-in on your old filler. 


The New DeLuxe Streamlined 


BURNS cctum'reo FILLER 


RETURN FEED 
Mfgd. by BURNS BOTTLING MACHINE WORKS, INC., BALTIMORE 18, MD. 








81 





teT COLOR — 


UNCAP SALES! 


Use Scovill’s amazingly light yet strong aluminum 
bottle openers in brilliant colors to match your labels or 
promotional material. You will find they attract real 
attention wherever they go. And, because they remain 
permanently attractive, in addition to opening bottles 
safely and effortlessly, they stay on the job far longer 
than ordinary openers. 











Model No. 105 
—the Standard 
® Attractively finished 
® Moderately priced 
® Easy to use 
Popular shape 






shown actual size 


Model No. 106 
—the Over'N Under 
® Made for extra strength 


® Large advertising space 
® Opens up or down 
@ Will not cause chippage 


Both models are available not only in colorful 
as aluminum but also in bright nickel-plated steel. 
akon r P 2} 
= They may be lettered on one or both sides and 
the lettering can be color-filled if desired. Both 
., Openers are available from stock in quantities as 














low as 1000 pieces with the lettering of most well 
«—«« known brands of soft drinks. For descriptive 
literature and samples, write us today. 


3.3.4 


SCOVILL sc Procecen 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION + 59 MILL STREET, WATERBURY 20, CONN. 
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taxes now imposed on hundreds of products. Under 
this general plan, only special excises on alcoholic 


and tobacco products would be retained. 


Because of the oft-recurring threat of a discrim- 
inatory excise tax on soft drinks, bottlers may wish 
to give consideration to the proposals of organiza- 
tions which have studied the tax problem and who 
have made recommendations which they consider 
fair and equitable to business, to indivduals, and 
to government. 


“An equitable sales tax, levied either at the manu- 
facturers’ or retailers’ level on articles of wide use 
but not of first necessity, would have several advan- 
tages,” the National Chamber’s representatives tes- 
tified at the tax hearings. (Under the Chamber’s 
proposal, foods and food products would not be in- 
cluded in a national sales tax. In levying a sales tax 
for the District of Columbia, Congress specifically 
named soft drinks among exempted food products. ) 


“Among the advantages of the sales tax,” the 
National Chamber said, “it would stabilize govern- 
ment expenditures, because consumer expenditures 
are more stable than taxable incomes, and it would 
impress upon the greatest number of taxpayers the 
necessity of tempering their demands for govern- 


mental services.” 


In urging substititution of a sales tax for present 


excise taxes, the Chamber observed: 


“Many of these taxes have been defended on the 
basis that they are levied on luxuries. We suggest 
to this committee that ours is a luxury standard of 
living. Our high standard of living economy, in a 
very basic sense, is hung on the production and sale 


of goods which people are not compelled to buy. 


“What some people are pleased to call luxuries 
are simply the pluses of life which people work 
harder to secure. The fact is that if it were not for 
the tremendous consumption of these so-called lux- 
uries, even the necessities of life would be harder 


for our people to obtain.” 


That now is indeed the time for bottlers to join 
in working for an equitable tax structure is evi- 
denced by the stated willingness of the House Ways 


and Means Committee to consider proposed changes. 


“The testimony we have heard during the last 
two months,” said Committee Chairman Reed, “is 
a shocking indictment of the unfairness and confu- 
sion of our antiquated tax laws. We have heard 
about harsh and inequitable tax provisions which 
are forcing businesses to shut down. We have heard 
of innumerable cases of discrimination between 
various tax-paying groups. All of this evidence rep- 
resents a tremendous challenge which Congress 
must meet if the American people are to retain con- 
fidence in their government.” 





Brilliancy 


Stability 


For full information write 
our Service Department 


Distributor for 


COLUMBUS, IND. 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 

These filters produce the 
clear, sparkling water essen- 
tial to good flavor, uniform 
quality and better beverages. 
They are available in various 
sizes and capacities. 


rine © . Ask for further information 
Bowden Single Valve 1 on these filters used widely 
Water Filter / in bottling plants. 


Hygeia also makes the Lynn Self-Cleaning 
Stone Filter used in Bottling Plants 


HYGEIA FILTER COMPANY 


3430 DENTON AVE. DETROIT 11, MICH. 
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Uniformity 


Union Sales Corporation 


Union Starch & Refining Co. 


















(STATE REGULATIONS— 
DIETETIC BEVERAGES—Cont. from Page 31) 





metic Act and the general food laws of the States 
is intended as a guide to such action. 

It is not intended that this compilation be con- 
sidered as a final or complete opinion, or as the basis 
for any specific action. In every case where it is 
desired to market an artificially sweetened bever- 
age, the entire Food and Drug law which applies 
should be consulted (including all labeling require- 
ment) as well as any administrative rulings or reg- 
lations pertaining to the problem. 

Such provisions usually have been construed to 
apply the prohibition to use of saccharin and similar 
substitutes for sugar in food products for normal 
consumption. Also, several of such laws and some 
regulations include specific prohibitions against the 
use of artificial sweeteners, such as saccharin, in 
food products and drinks intended for distribution 
and use in normal channels. Supplementing the fore- 
going, beverage laws and regulations of many States 
specifically prohibit the use of artificial sweeteners, 
in soft drinks intended for general consumption. 


Products for Special Dietary Uses 
Usually Excepted 


However, examination shows that under the Fed- 
eral food law, and by law or regulation in 28 or more 
States, special classes of dietary products are recog- 
nized and provision made for specific labeling to ex- 
plain their nature and uses to consumers. Several 
States already have promulgated regulations or re- 
strictions on the labeling and distribution of such 
products for special dietary uses, but in most States 
the matter is still unsettled or undecided, because 
no regulations or interpretations have been issued 
by the State authorities. 

State laws in Florida, Maine, Minnesota, and Wis- 
consin were amended during the 1953 sessions of 
the State Legislatures so as to permit the use of 
artificial sweeteners in products for special dietary 
uses, with proper labeling. 

Regulations applicable to beverages for special 
dietary uses have been issued by the authorities in 


Connecticut, New Hampshire, and Massachusetts. 


Federal Law and Regulations 


As used here, the term “‘non-nutritive sweeteners” 
has reference to saccharin, cyclamate sodium, or 
cyclamate calcium and similar synthetic chemical 
sweeteners. 

Under Section 402(b)(1) of the Federal Food, 
Drug and Cosmetic Act of 1938 the use of any sub- 
stance in a food product which is substituted for a 


normal ingredient, and which therefore makes the 
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CUTTING COSTS EVERY DAY 


IN LARGE PLANTS, SMALL PLANTS 


8-WIDE washer, close coupled to RCA 


Uncaser ahd Washer-Loader 


16-WIDE washer, transverse-fed from 
RCA Uncaser and Washer-Loader 


24-WIDE washer with straight-feed RCA 


Uncaser and Washer-Loader Installation 


32-WIDE washer operation (duplexed. 16- 
wide washers) fed by one RCA Uncaser 





BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 
of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.S 


RCA Y . ed. h ore 





r 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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RCA 


Uncaser and Washer-Loader 
for Speeds of 80 BPM to 500 BPM 


In plants of all sizes, the RCA 
Ul ncaser and Washer-Loader is at 
work every daV—increasing bot- 
tling-line efficiency increasing 
bottling-line production 

7 speeds of 80 to 500 bottles 
per minute—on ¢ ivht-wide lines 
to 42-wide lines—in installations 
in 166 plants the RCA Uncaser 
and W ashes Loader has proved 


it can deliver these big ex/fra 


profit advantages: 


Handles 6- to | 2-072. bottles 

Unloads bottles from cases or cartons 
Unloads bottles from cartons in cases 
Feeds bottles to washer automatically 
Feeds cases to conveyor line 

Unloads new bottles from shipping trays 
Cuts losses due to bottle breakage 


Cuts back-breaking manual work 


Releases employees for better-liked jobs. 


LOOK INTO TH Hit AD>\ 
TAC,I of the RCA Unecaser and 


W asher-Loader Its built to iit 


your washet ts built co fit your 
hottlinyg plant if * built {© help 
you squeeze more f roht out of 


every bottle. FOR INFORMATION 


MAIL COUPON NOW 


es es ee ee ee ee 


RCA Beverage Equipment, Dept. 81V 
Building 15-7, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Please send me information on the 
RCA Uncaser and Washer-Loader. 


Name . litle - 
Company 


Address Se 








City : —_— Zone State 


























The Whife Rock Girl! 





1. 


4. 
5. 


First, you get all five of the basic ingredients of a really 
successful, profitable, and smooth-functioning franchise. 


An established brand name. (Unquestionably, one of the 
best-known, best-respected names in the bottling business.) 


Scientific quality control. (Meets highest standards.) 


Strong advertising support. (An advertising campaign 
custom-tailored to suit each local market's competitive 
conditions. Point-of-purchase, too!) 


A world-renowned trademark. (Everyone knows her!) 


A really substantial profit margin. (That's a vital fact!) 


Yes, White Rock has an attractive franchise arrangement 
that offers a once-in-a-lifetime opportunity for alert, 


profit-minded bottlers. 


ALFRED Y. MORGAN, PRESIDENT, WHITE ROCK CORPORATION, 350 FIFTH AVENUE, NEW YORK 1, NEW YORK 
“VISIT WITH US AT BOOTH 438 AT THE CONVENTION, OR AT THE MORRISON HOTEL" 


WHITE ROCK SPARKLING WATER—PALE DRY GINGER ALE 
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product appear of greater value or better than it 
really is, constitutes adulteration. 


It has long been the interpretation of the Federal 
Food and Drug Administration, both under the 1938 
act, and the preceding law, that the substitution of 
synthetic non-nutritive sweeteners for sugar, in 
products of which sugar is a normal ingredient, 
constitutes adulteration which cannot be corrected 
by any form of labeling. 

Use of such synthetic non-nutritive sweeteners in 
food products intended for normal, regular consump- 
tion by consumers generally is, therefore, officially 
considered to be a violation of Section 402(b) (1) 
of the Food, Drug and Cosmetic Act. and prohibited. 


Exception—Special Dietary Foods 


Exception to such prohibition is recognized in the 
official interpretation of Section 403(j) of the Fed- 
eral Food, Drug and Cosmetic Act, and regulations 
promulgated thereunder, which recognize that prod- 
ucts for special dietary uses, made with synthetic 
non-nutritive sweeteners, may be legally manufac- 
tured and sold under the restrictions thus provided. 

The term “special dietary uses” is defined by the 
regulations, and is important in understanding the 
limits within which such products must come. 

The regulations also particularize the kind of 
statement which must be made to distinguish such 
products for special dietary uses from normal food 
products. 

Because of their special nature, food products for 
special dietary uses are required to supplement 
usual labeling with specific requirements relating to 
this type of product. 

The common labeling requirements, of course, in- 
clude the following: 

(a) The name and location of the manufacturer, 
bottler, or distributor. 


EXAMPLE: 
Manufactured by 
XYZ Dietary Products Company 
New York, N. Y. 
(b) Statement of the quantity cf contents. 
EXAMPLE: 
Contents—One Quart 
(c) The common or usual name of the beverage 
(meaning the generic name of the product; not to 
be confused with the brand name, which may be 
used, also). 
EXAMPLE: 
Ginger Flavor 
Dietary Beverage 


The provision of the Federal Food, Drug and Cos- 
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metic Act, requiring the common or usual name of 
the product to appear on the label, also involves the 
requirement that the name used shall not be mis- 
leading. Accordingly, since generic names such as 
“soda”, “soft drink”, “carbonated beverage”, “ade”, 
and specific drink names such as “ginger ale” and 
“root beer’, have reference to products normally 
sweetened with sugar, it may be held that their use 
on products in which synthetic sweetener is substi- 
tuted for sugar is likely to be misleading to con- 
sumers, and improper. The Act classes as misbrand- 
ing any labeling that is false or misleading in any 
particular. 

The term “Dietary Beverage”, used in the above 
example, has acquired a degree of acceptance in the 
labeling and distribution of this type of product. 

(d) Statement that the product bears or contains 
artificial flavoring, artificial coloring, or chemical 
preservative (if such are present). 


EXAMPLE: 

Artificial Flavor and Color 

(e) The common or usual name of each ingredient 
of the product referred to as the “Ingredients State- 
ment.” 

EXAMPLE: 

Contains carbonated water, citric acid, flavor- 
ing, caramel color, and cyclamate calcium 

In some types of dietary beverages, other ingredi- 
ents are sometimes used, whether for body or for 
other purposes. They must be listed in the ingredi- 
ents statement. 

Dietary beverages are not included in the exemp- 
tion from ingredient labeling currently applicable 
to carbonated beverages. Their labels must show the 
statement of ingredients. 


(f) Statement relating to non-nutritive sweetener. 


EXAMPLE: 

Contains 0.19% cyclamate calcium a non-nutri- 
tive artificial sweetener which should be used 
only by persons who must restrict their intake 
of ordinary sweets. 

The foregoing statement is in conformity with 
Sec. 125.07 of the Federal Labeling Regulations ap- 
plicable to saccharin-containing foods for special 
dietary purposes, but for practical purpose also is 
deemed applicable to other synthetic sweeteners. 
The regulations also include other requirements 
which may have application to specific products. Ac- 
cordingly, those regulations should be consulted. 


The State Provisions 
Alabama. All artificial sweeteners are prohibited in 
beverages. (Title 2, §313 of Agriculture Laws.) 


Arizona. No information is available. It is understood 
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HERMANS IN '53 THA GE | 
MORE BOTTLERS pene borne aerore’ \ 

IN’ 
TO HERMANS 








and more Bottiers. 


CHANGE TO HERMAN NOW! 


HERMA 


The sooner you order your Hermans... 
The sooner you’ll get ’em... 
The sooner you'll add to profits 


HERE’S WHY: We are scheduling orders now for win- 
ter and spring delivery. Many Bottlers who are planning 
to ‘‘change to HERMAN” are placing their orders 
NOW. These bodies will be delivered in ample time for 
the start of the ‘“‘busy season’’— bodies designed to their 
exact route requirements. . . . bodies all set to “save 


money”’ and EARN bigger PROFITS. 


Every day HERMAN Bottlers’ Bodies are reducing 
costs and raising profits. They can make money and 
save money for you too. Delivery cost sheets every day 
show HERMAN’S superiority. 


HERMAN puts more into a delivery body .. . it takes 
experience .. . production line facilities . . . and special 
equipment to build these better bodies. HERMAN has 
them ... they spell PROFITS for you. 


SEE THE 


N BODY COMPANY Ar THE A.B.C.B. 


ry Volomam Vandel. me Wad it) 3 CONVENTION 


S 





T. LOUIS 10, MO. BOOTHS 640-641 


Cable Address HERMANBODY 





HERMAN BODY COMPANY | WERman 

4400 Clayton Avenue | "ee meas 

St. Louis 10, Mo. | fi ss 
“CHANGE Please send me without obligation e 
TO HERMAN’ literature on HERMAN Bottlers’ Bodies ex 4 { 

} 

NAME tes es we, 

SEND THIS . ms 
COUPON FOR FIRM 
THE FACTS TODAY 
ADDRESS a - 
ore @ Bee anisen STATE 








* Proof, that PERFORM- 
ANCE, CONSTRUCTION 
and STYLING are prov- 
ing themselves to more 


























Fit the job like caps fit bottles 





New INTERNATIONAL R-160 Series. 
GVW ratings, 14,000 to 17,000 Ibs. Model 
R-160 shown at left with 12-foot deck type 
bottlers’ body. R-160 Series available in 
130, 142, 154, of 172-inch wheelbases 


INTERNATIONAL Trucks are completely specialized for effi- 


cient bottle delivery—specialized in payload capacity, road AMERICA’S MOST COMPLETE 
speeds, frame design, load distribution, and styling. TRUCK LINE 
They have axle ratios and transmissions to provide the 170 basic models from 42-ton pick- 


ups to 90,000 Ibs. GVW off-highway 
models . . . line includes 23 six- 
wheel and four 4 x 4 models... 
conventional or cab-forward types 


fast acceleration and low-speed performance that city de- 
liveries require. And added to these features of specialized 
design are all the extra value components that have made 


INTERNATIONAL the sales leader in so many fields. ie canis eiliaaee tae Mies cate 


Each INTERNATIONAL equipped for bottle delivery has the R-line . . . 29 engines from 100 to 
extra-roomy Comfo-Vision cab that increases driver effi- 356 hp., with widest practical choice 
ciency. Each has the all-truck power, the stamina, the lower- 
cost operation that have so long made INTERNATIONAL the 


of gasoline, LPG, or diesel power 
. . . 300 wheelbases . . . transmis- 
sions and axle ratios for any need 
choice of cost-conscious operators everywhere. snide attasiiiin off tiie aii 

Just explain your needs to your INTERNATIONAL Dealer equipment . . . thousands of vari- 
or Branch, and they will show you a model that’s exactly ations for exact job specialization. 


right for your bottle deliveries. Time payments arranged. 


INTERNATIONAL HARVESTER COMPANY ¢ CHICAGO 


International Harvester Builds McCORMICK® Farm Equipment and FARMALL" Tractors Motor Trucks... Industrial Power Refrigerators and Freezers 


Better roads mean a better America 


ila & 


“Standard of the Highway” 
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that cyclamate sweetened beverages are now being sold 
in Arizona. 


Arkansas. The applicability of the law to artificial 
sweeteners is not clear, but is quite possible that the 
law would be construed to prohibit all artificial sweet- 
ening agents. 

The law forbids the inclusion of the substance which 
would reduce quality or strength of the drink. It also 
forbids substituting, wholly or in part, any substance 
for the drink or abstracting, wholly or in part, any 
valuable constituent of the drink. ($7 of Food and Drug 
Laws.) 

Section 8 of the regulations pertaining te bottling 
plants, which were adopted by the Board of Health on 
July 26, 1951, specifically prohibits the use of saccharin. 


California. Nonnutritive sweeteners are prohibited. It 
is understood, however, that cyclamate sweetened bever- 
ages are now being sold in California. (§26472 (i) of 
Food and Drug Laws.) 


Colorado, The Colorado law contains provisions simi- 
lar to those indicated above in connection with the Ar- 
kansas law. The Department of Health has promulgated 
a rule which forbids the use of saccharin. Whether 
cyclamate sweetened beverages would be permitted 
seems uncertain. ($7 of Food and Drug Laws.) 


Connecticut. Sodium Cyclamate, saccharin, and other 
artificial sweetening agents approved by the Commis- 
sioner of Foods and Drugs are permitted. A nonalcoholic 
beverage license, together with a special permit for 
bottling artificially sweetened beverages, must be ob- 
tained from the Food and Drug Commission. It is under- 
stood that Cyclamate sweetened beverages are now being 
sold in Connecticut. (§189-2-3-4 & 5 of Food and Drug 
Laws). Revised regulations regarding dietary beverages 
should be consulted. 


Delaware. A recently passed Delaware law reads as 
follows: 

“Except for the use of sorbitol, sucryl, mannitol or 
calcium cyclamate in soft drinks sold to diabetics, the 
use of saccharine, dulcin, glucin and other artificial 
sweeteners is prohibited. Bottles containing sucry] and 
calcium cyclamate must have a label bearing the follow- 
ing words—‘Caution—over use of this product may 
cause diarrhea.’ ”’ 

It is understood that cyclamate sweetened beverages 
are now being sold in Delaware. 


Florida. Recent legislation, although restrictive re- 
garding the selling of artificial sweeteners as such, 
apparently is intended to permit the use of artificial 
sweeteners in beverages if the product is labeled in 
accordance with administrative regulations, the promul- 
gation of which is anticipated in the near future. It is 
understood that cyclamate sweetened beverages are now 
being sold in Florida. (Amendment of §500.25,.26 of 
Food and Drug Laws.) 


Georgia. The following is an excerpt from Rule 6 of 
the Department of Agriculture: 

“The use of pure sugar alone is permitted as a sweet- 
ening agent. Saccharine is a preservative as well as a 
sweetener, and its use is regarded as injurious and is 
absolutely forbidden, except in foods especially prepared 
for diabetics. Its presence and quantity must be shown 
on the label. The legend ‘For diabetic patients’ must 
appear in conspicuous letters upon the label.” 

It is understood, however, that cyclamate sweetened 


beverages are now being sold in Georgia. 


Idaho. The Idahe law contains provisions very similar 
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to those noted above in connection with the Arkansas 
law. Whether the Idaho law would be construed to pro- 
hibit artificial sweeteners seems uncertain (§37-207 of 
Food and Drug Laws.) 


Illinois. The following is in part a regulation adopted 
by the Division of Foods and Dairies of the Department 
of Agriculture: 

“(54-a) Saccharin or other artificial sweetener when 
used in food is deemed to be a substitute for a valuable 
constituent of the food and its use will be considered 
a violation of Section 8-second. 

“(54-b) Packing or mixing saccharin or other artifi- 
cial sweetener in food lowers or injuriously affects its 
quality or strength and is a violation of Section 8-first.” 

The Superintendent of the Division has informed: 

“Our interpretation of the regulations and statutes 
does not preclude the possibility of manufacture of spe- 
cial products for dietetic and/or diabetic purposes pro- 
vided these products are conspicuously and properly 
labeled.” 

The Illinois law contains provisions somewhat similar 
to those noted above in connection with the Arkansas 
law. It is understood that cyclamate sweetened bever- 
ages are now being sold in Illinois. 


Indiana. Artificial sweeteners may be used in dietary 
foods according to the Board of Health if they are dis- 
played along with other dietary foods and not inter- 
mingled with products offered to the general consuming 
public. 


Iowa. The Iowa statute contains provisions quite simi- 
lar to those referred to above as being included in the 
Arkansas law. Furthermore, a food containing ‘“‘saccha- 
rine” is considered to be adulterated. Also ginger ale is 
defined by regulation as the carbonated beverage pre- 
pared from ginger ale flavor, sugar syrup or sugar and 
dextrose syrup, ete. Whether cyclamate sweetened bev- 
erages would be permitted seems uncertain. The Depart- 
ment of Agriculture indicates that there is a move afoot 
to permit special dietetic foods when properly labeled. 
It is understood that artificially sweetened beverages 
are now being sold in Iowa. (§190.3 et seq. of Food and 
Drug Laws.) 


Kansas. The Board of Health considers the use of 
artificial sweeteners in lieu of sugar an adulteration if 
they are contained in an article marketed as a normal 
food. Special dietary foods, sold as such, and having 
adequate informational labeling, may contain nontoxic 
sweeteners, according to the Board. 


Kentucky. Administrative regulations forbid the use 
of “saccharine” in food products. Therefore, the status 
of cyclamate sweetened beverages seems uncertain. It is 
contemplated that these regulations will be revised. It is 
understood, however, that cyclamate sweetened bever- 
ages are now being sold in Kentucky. (Food and Drug 
Regulation 3 of Board of Health.) 


Louisiana. Such artificial sweeteners as are permitted 
by the Board of Health are allowed by statute, but as 
yet no administrative regulation or ruling has been 
promulgated. 

Maine. It is understood that a new amendment to the 
Food and Drug Law permits the use of artificial sweet- 
eners. 

Maryland. The Maryland law apparently prohibits all 
artificial sweeteners. This law, however, is currently 
being attacked by litigation. (Art. 43, §168 of Food 
and Drug Laws.) 


Massachusetts. It is understood that a recent regula- 
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ow Many of the 
Big 6 

Franchises 
do YOU own? 


It’s Smart To Own One Or More — 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 
































IF YOU'RE A DAD'S BOTTLER, count your blessings: 
You’re in great company... have recognition... . 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance ... supported by a parent organization 
that cares about you’... . backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 


dollars and cents. 


IF YOU'RE NOT A DAD'S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look into a Dad’s franchise 


right now. 


DAD'S ROOT BEER COMPANY 
2800 N.Talman Avenue Chicago 18, Illinois 
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CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


Wherever modern man goes...corn follows him in one form or another. 
Corn is with him in his food in many forms, including corn syrup, 
starches and energy-giving dextrose. Corn sugars helped tan the leather 
in part of his clothing. Specialized corn starches helped cast the 

molds for much of his metal equipment. These are but a few of the 
numerous examples of how continuous basic research in corn helps a 
host of industries... helps you. 


CORN PRODUCTS IN SOFT DRINKS 

For the bottling industry Corn Products Refining Company supplies 
highest quality dextrose and corn syrups. . . recommended 
ingredients for various bottling formulas. 

We offer quality in volume supply unexcelled in the field. Complete 
technical service is available without cost or obligation. If you have a 
production problem why not check with Corn Products. We welcome 
your specific technical inquiries. 


CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 


Manufacturers of 


CERELOSE ‘ 
brand dextrose 


PURITOSE 
brand corn syrup 


GLOBE" 


brand corn syrup 


tion issued by the Department of Health permits artifi- 
cial sweeteners in dietetic beverages, provided that such 
products are specially placed in stores. It is also under- 
stood that cyclamate sweetened beverages are now being 
sold in Massachusetts. 


Michigan. The statute specifically permits saccharin 
in foods and beverages, and the status of cyclamate 
sweetened beverages is uncertain. It is understood, how- 
ever, that artificially sweetened beverages are now being 
sold in Michigan. 


Minnesota. Saccharin, sulfamate or other artificial 
sweetener approved by the Commissioner of Agriculture 
is permitted. It is understood that cyclamate sweetened 
beverages are now being sold in Minnesota. (Chapter 
323, laws of 1953, [Senate Bill 990]). 


Mississippi. The State Chemical Laboratory states 
that an ancient food law prohibits all artificial sweet- 


eners. 


Missouri. Adulteration is deemed where a valuable 
constituent has been omitted or abstracted or any sub- 
stance has been substituted wholly or in part for the 
article just as in the case of Arkansas. This type of 
provision has sometimes been interpreted as prohibit- 
ing artificial sweeteners, but regulations permit sac- 
charin in special dietary foods when they are properly 
labeled. It is understood that cyclamate sweetened bev- 
erages are now being sold in Missouri. 

Montana. The Board of Health has stated: 

“This State has a regulation which requires that soft 
drinks must contain at least 8“ corn, beet, or cane 
sugar. Any soft drinks or non-alcoholic beverages which 
are made without this concentration of sugar would 
have to be labeled as dietary food, and would have to 
state the amount of sweetening used. 


The law strictly prohibits the use of saccharin.” 


Nebraska. Artificial sweetening agents are permitted 
in “special beverages” but must be “properly labeled.” 
(Regulation 2 regarding soft drinks.) 


Nevada. Dietary beverages may contain artificial 
sweetening agents when labeled in accordance with food 
and drug regulations. 


New Hampshire. Saccharin is permitted in dietary 
beverages if labeled according to Department of Health 
ruling. Although cyclamate is not treated in the regu- 
lations, it apparently receives treatment equal to that 
of saccharin. It is understood that artificially sweetened 
beverages are now being sold in New Hampshire. A 
yearly chemica! analysis by manufacturers of. their 
dietary products is required in accordance with Depart- 
ment ruling. (Reg. of Department of Health dated De- 


cember 1, 1949.) 


New Jersey. Saccharin is expressly prohibited. It is 
understood, however, that cyclamate sweetened bever- 
ages are now being sold in New Jersey. (§$24:12-2 of 


Food and Drug Laws.) 
New Mevsvico. No information is available. 


New York. Saccharin is expressly prohibited, but the 
Director of the State Food Laboratory, expresses the 
following understanding: ‘‘When synthetic sweetening 
agents are used in foods, exclusive of saccharin, as indi- 
cated above, my understanding is that the Department 
will follow insofar as practical the policies adopted by 
the Federal Food and Drug Administration for the 
labeling of items for special dietary use.” 


It is understood that cyclamate sweetened beverages 


National Bottlers’ Gazette 








are now being sold in New York. ($200 (138) of Agri- 
culture Laws.) 


North Carolina, Administrative regulations prohibit 
artificial sweeteners. It is understood, however, that 
artificially sweetened beverages are now being sold in 
North Carolina. (Chapter IX, Article I, Paragraph 1-6, 
Dept. of Agriculture.) 


North Dakota. Regulations of the State Laboratories 
Commission prohibits synthetic chemical sweetening 
agents such as saccharin. 


Ohio. The use of artificial sweetening agents is pro- 
hibited by statute. ($1089-19(f) et seq. of Food and 
Drug Laws.) 


Oklahoma. Saccharin is expressly prohibited, and, 
therefore, the status of cyclamate sweetened beverages 
seems uncertain. (Title 63, $196 of Food and Drug 
Laws. ) 


Oregon. The Oregon law expressly prohibits the use 
of saccharin in beverages, and, therefore, the status of 
cyclamate sweetened beverages seems uncertain. It is 
understood, however, that artificially sweetened bever- 
ages are now being sold in Oregon. (§$99-2305-3 of Food 
and Drug Laws.) 


Pennsylvania. Artificial sweeteners are outlawed fon 
use in all beverages. ($5 of Beverage Act.) 


Rhode Island. No information is available. It is under- 
stood, however, that cyclamate sweetened beverages are 
now sold in Rhode Island. 


South Carolina. The Federal Food and Drug Law is 
followed regarding the use of artificial sweeteners. 


South Dakota. No information is available. 


Tennessee. The Tennessee Food, Drug and Cosmetic 
Act would seem to permit artificial sweeteners if the 
products in which they were used were properly labeled, 
the Act being in a large measure patterned after the 
federal law. ($§10-11 of Food and Drug Laws.) 


Teras. The Bureau of Foods and Drugs has by regu- 
lation prohibited all artificial sweeteners in beverages. 
It is understood, however, that cyclamate sweetened 
beverages are now being sold in Texas. (Reg. of Board 
of Health dated June 10, 1946.) 


Utah. The use of artificial sweeteners in beverages 
is forbidden. 


Vermont. The language of the Vermont law is not 
clear on whether artificial sweetening agents are per- 
mitted. ($5350 & 5356 of Food and Drug Laws.) 


Virginia. Sugar substitutes are forbidden by regula- 
tion. (Rule 9 of Division of Dairies and Foods of Dept. 
of Agriculture, adopted January 22, 1952.) 


Washington. Saccharin is prohibited, and, conse 
quently, the status of cyclamate seems uncertain. (Order 
by Division of Foods and Drugs of Dept. of Agriculture 
#227 of May 25, 1938.) 


West Virginia. The Department of Health is of the 
opinion that artificial sweeteners are permitted in bev- 
erages if the product containing them is so labeled. It is 
understood that artificially sweetened beverages are now 
being sold in West Virginia. 


Wisconsin. The Wisconsin law is similar to the Fed 
eral act. (Chapter 198 of 1953 laws). It is understood 
that artificially sweetened beverages are now being sold 
in Wisconsin. 


Wyoming. The Department of Agriculture states that 


compliance with the Federal] law will suffice in Wyoming. 
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IN CHICAGO 


W. hope you will stop and visit with us at our 
booth in the ABCB International Soft Drink 
Exposition. We look forward to this opportunity 
for friendly meetings when we can discuss 

matters related to one of America’s great industries. 
Mundet Cork Corporation, Crown Division, 

North Bergen, N. J. 

















Our “open door” is Booth 619, 
ABCB International Soft Drink 
Exposition, Chicago, Nov. 9-12 
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There's a Mundet Office 
or representative near you 


*ATLANTA 
339-41 Elizabeth Street, N.E 
*BOSTON 


57 Regent St. (No. Cambridge 40 


CHICAGO 
35 E. Wacker Drive 
CINCINNATI 2 
427 West 4th Street 
DALLAS 1 
601 Second Avenue 
DETROIT 21 
14401 Prairie Street 
*HOUSTON 1 
Commerce and Paimer Streets 
JACKSONVILLE 6, FLA. 
8 Bay St 
KANSAS CITY 7, MO. 
1428 St. Louis Avenue 
*LOS ANGELES (Maywood) 
6116 Walker Avenue 
*MILWAUKEE 9 
4834 N. 35th Street 
*NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 239 
856 N. 48th Street 
ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 


*in Canada: 
Mundet Cork & Insulation Ltd 
35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 


MUNDET CROWN 










LIST OF EXHIBITORS 
(Continued from Page 28) 


AT THE FRONTIERS OF PROGRESS YOU'LL FIND | W.H. HUTCHINSON & SON, INC., Chicago, Ill. (511) 
3 MORRISON 
Representatives: L. I, Rosene; H. Antonson; C. L. Cole; Ivan 
Moore; W. Embrey: J. Douglas; W. Wetton; M. L. Ramey: 
F. Arndt; J. S. Kelley: R. Delaware; M. Bengtsen; P. Mc- 
Mackin; H. McMackin; J. Johnson; A. T. Marcus; Victor 
Birkeland; J. McCandless; E. Strobell 
. Products: Crowns 
; | IDEAL DISPENSER CO.., Bloomington, III. (249) 
; : , Representatives: F. H. Dean; E. C. Salisbury: T. G. Thomp- 
: son; M. M. Maurer 
4 ‘} AY N N Products: Ideal selective vendor 
* 4 TT Py 1 | INDUSTRIAL SUGARS, INC.., St. Louis, Mo. (909) MORRISON 
; Representatives: G. F. Spink: W. L. Bolten; R. D. Jeep 
Products: Granulated and liquid sugar 
INFILCO, INC., Tucson, Ariz. (815) MORRISON 
Representatives: M. A. Helin; C. Vandermolen; C. D. Morelli: 


H. W. Frazer; J. C. Martin; E. S. Kirkpatrick: R. J. Lunebach 
- : Products: Water treating equipment 
| INTERNATIONAL FILLING MACHINE CORP., 
' : Petersburg, Va. (111) 
Products: Filling machines 
INTERNATIONAL HARVESTER CoO., Chicago, Ill. (1025) 


Products: Trucks 
THE JULEP CO., Sycamore, Ill. (430) MORRISON 
Representatives: V. P. St. Aubin: H. S. Clingman:; J. S. 
| JONVE ATI ON Boswell; W. Farmer; A. Erickson; B. L. Cook 
- Products: Howel’s Root Beer, Julep-Time Flavors 
KEENLINE EQUIPMENT CORP., Oshkosh, Wisc. (1005) 
* Representatives: D. L. Sissler; M. Fenzl; N. Kumbier 
r+ mn al Products: Bottle inspectors, miscellaneous equipment 
KINNAIRD BODY WORKS, Bromley, Ky. (120) 
>. y “N T Representatives: K. Kinnaird; B. Werfel; T. Remke; E. Smith; 
kK xX P@ AY | ION F. McFadden; J. Hardin; A. DeBoniac; W. J. Lacey 
: Products: Pinch-Frame palletized beverage truck bodies 
KNOX GLASS BOTTLE CO.., Jackson, Miss. (214) MORRISON 
Representatives: S. L. Morgan: H. D. Deviney: H. R. Cayden: 
T. H. Carothers 


Products: Beverage glass containers 
H. KOHNSTAMM 4 CO., INC., Chicago, Ill. (725) SHERMAN 


N v 4 R ives: R. H. Pulver: W. H. Nelson: J. Pulver: T. W. 
Hotel Sherman. ¢q Ia cago ies © 4 Gemoer: P,P. ieebar A. Testor: “ Moss: 
NOVEMBER 9-12. 195: te Gar ae a 












Products: True fruits extracts and certified colors 

V. & E. KOHNSTAMM., INC., N. Y. C. (336) SHERMAN 
Representatives: E. Kohnstamm; M. M. Klein; E. V. Gordy: 
E. Mason 
Products: Flavors, Quinine Tonic flavor 

KOL-FLO KOOLER CoO., Bayonne, N. J. (133) SHERATON 
Representatives: J. E. Kostura; T. La Rocco; F. Karsten; 






N. Cooper; G. Cooper 

Products: Chocolate beverage sterilizer, syrup cooler 
ARCHIE LADEWIG CO., Waukesha, Wisc. (910) MORRISON 

Representatives: A. Ladewig; F. Kern; G. Soelch; E. H. Gold- 


Gt we Ge ‘7B Codwe ; acker; R. Oakes; W. Ladewig: G. Ladewig; R. Rose; R. 
PP ; Ladewig 
1 ° Ot Products: Bottle washing machines 
SALA Y LAURENS GLASS WORKS, INC., Laurens, S. C. (620) 


SHERMAN 


Representatives: R. H. Roper: R. H. Roper. Jr.; R. R. Nickels. 
Jr; G. W. Lumm; W. W. Starnes; J. C. Spears 






») U We EF C 0 | e Products: Beverage bottles 
wes Pure Carbonic Company a... 
A. J. LEHMAN CO., Cincinnati. O. (416) MORRISON 


Representatives: P. Steiner; C. Schaal; S. Tanner 


A DIVISION O F AIR REDUCTION COMPANY, INCORPORATED Products: Tom Collins, Lemmy beverages 






GENERAL OFFICES: 60 EAST 42ND STREET, NEW YORK 17, NEW YORK 


National Bottlers’ Gazette 





LIBERTY GLASS CO., Sapulpa. Okla. (240) BISMARCK 
Representatives: J. R. Starnes; G. F. Collins; W. W. Tye: 
A. M. Davis: H. T. Miles: E. D. Fort; C. L. Peterson; E. V. 
Vanvelzer; H. O. Rogers: G. H. Weaver: L. Schollmeyer: 
M. Powers; W. A. Smith 
Products: Glass containers 

THE LIMEX CORP., Indianapolis, Ind. (915) FAIRFAX 
Representatives: J. S. Norman; W. F. Benson; M. Lurie 
Products: Limex water treatment system 

THE LIQUID CARBONIC CORP., Chicago, Ill. (812) 

MORRISON 
Representatives: K. P. Miller; W. A. Brown. Jr.; B. W. Gould- 
ing: C. B. Palmer; J. M. Yourish: G. R. Routzong; R. S. 
Hamilton; T. W. Bray; H. S. Hiatt: E. C. Peck. Jr.; M. M. 
Wallace; L. F. Davaney: G. C. Grant; H. C. Mathey: R. C. 
Holbrook; J. C. Waddell; C. H. Roberts; H. T. Chapman; 
L. L. Campbell; B. M. Fredericks; H. F. Miller; C. Dungfelder: 
M. J. Hans; J. J. Godfrey: A. V. O'Connor 
Products: Beverage machinery 

FRANK B. LOMAX CoO., DIV. GROEN MFG. CO., 

Chicago, Ill. (701) 

Representatives: J. O'Conner; F. H. Groen, Jr.; E. Barth; 
J. Clegg: J. Dunn; R. Groen; F. H. Groen 
Products: Filters, stainless steel tanks, agitators, mixers 

LUCKY CLUB CO.., St. Louis, Mo. (456) SHERATON 
Representatives: D. Merten; P. P. Smith; E. A. McDougal 
Smith; H. Groening; F. Joganic 
Products: Lucky Club Cola and Holiday beverages 

LUDFORD FRUIT PRODUCTS INC., Los Angeles, Calif. (255) 

SHERATON 
Representatives: P. T. Ludford; H. F. Cook; R. J. James; 
L. A. Pasch 
Products: Hollywood beverages, Dr. Wells 

MARBERT PRODUCTS INC.., Baltimore, Md. (434) MORRISON 
Representatives: W. Hennen; C. A. Grivakis; R. J. Gobrecht: 
E. C. Grivakis; A. Basiotti 
Products: Marbert Cola Concentrate, M-P Cherry Cola, 
Dixie-Cola, No. 29 Lemon-Lime, Dixi DeLite 

MASON’S ROOT BEER CO., Chicago, Ill. (225) SHERMAN 
Representatives: R. E. Mason; H. Mason; W. Mason: L. P. 
Jones; L. Levitt; A. J. Lacy; F. Drucker; P. E. Rising: E. 
Winkels; J. C. O'Farrell 
Products: Mason's Root Beer 

THE MENGEL CoO., Winston-Salem, N. C. (432) 
Representatives: W. H. Martin 
Products: Wooden beverage cases 

MERCK & CO., INC., Rahway, N. J. (424) 

Products: Citric Acid 
METAL GLASS PRODUCTS CoO., Belding, Mich. (1102) 
SHERMAN 
Representatives: J. B. Curry: W. M. Curry: W. J. Campbell 
Products: Tanks and sirup room equipment 
GEORGE J. MEYER MFG. CO., Cudahy. Wisc. (816) 
SHERMAN 
Representatives: G. L. N. Meyer: G. T. Meyer; A. W. Meyer: 
A. W. Meyer, Jr.; H. W. Meyer; W. H. Mann; W. C. Caveny;: 
E. B. Knapp; F. P. Weber; D. M. Sisson; J. H. Maloney; H. J. 
Hemwall; J. L. Kunzelmann; E. W. Ester; L. C. Young; R. D. 
Carpenter; P. Rodgers; Dr. W. C. Cooper; S. J. Carter: J. F. 
Parson; A. O. Frykholm 
Products: Beverage machinery 

THE MEYERCORD CO., Chicago, Ill. (218) BISMARCK 
Representatives: S. Burns; W. Rapp 
Products: Window signs, decals 

MID-CONTINENT BOTTLER (239) 

MILLER HYDRO CoO., Bainbridge, Ga. (818) SHERMAN 
Representatives: B. Nussbaum; H. Nussbaum; N. Nussbaum; 
Miss M. Shirley: G. Cliett: W. Glenn; W. E. Whitehurst 
Products: Beverage machinery 

MILLS INDUSTRIES INC., Chicago. Ill. (317) 


Products: Vending machines 
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Traditionally British... 


IMPORTED 


6, INDIA - EXPRESS 


Used the world over 


5 


for -"'Tonie - Mixer’ 


Manufactured in England for the 
. } India trade for over 100 years. 


The Pure Spring Co.(Canada) Ltd. Aberdeen St. Ottawa. Exclusive North American agents. 


We should be pleased to answer enquiries for bottling franchises from reputable firms 
already supplying first quality products. 
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90" Anniversary 


of 


BERGHAUSEN’S 
CARAMEL COLORS 


Established 1863 


a 
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You are cordially invited to visit 
us at the ABCB Convention—Booth 1129 


7*°F BERGHAUSEN CHEMICAL... 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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dependable CARAMEL coloring 
by SETHNESS PRODUCTS COMPANY 


"a little goes a long way’ 


Your customers, through experience, have learned that 
they can depend upon you for product excellence. We 
are proud of the fact that Sethness, too, has earned 
a reputation for unsurpassed quality and dependability. 
Our pledge to you is to continue bringing you the 
brilliantly clear, free-flowing, acid-proof Caramel 


Coloring that has made the name, Sethness, mean uniform, 


Setting the Standard 
Since 1880 


dependable Caramel 





othness PRODUCTS COMPANY 


1300 W. Division Street, Chicago 22, Ill. © 41-15 29th Street, Long Island City 1, N. Y. 














ONLY TAYLOR orrers 


UNSCRAMBLER TABLES 
WITH 


ACCUM-O-FEED 










VISIT BOOTH 128 Chicago ABCB Convention 


1, SEE TAYLOR wre. co. 


“BETTER BUILT" 
SOAKER LOADING EQUIPMENT 


Taylor's perfected Accum-O-Feed was designed to 
replace troublesome soaker bottle feeds and to 
insure positive feeding of botties from unscrambler to 


soaker pockets. Less stops—better production. 

















NEW NEW NEW 
TAYLOR TAYLOR TAYLOR 
UARTS UNSCRAMBLER 
CASE saebnnaeabe witht 
TRANSFER TYPE 
CLEANER With Special Feed INFEED 
For any: st 
un ashers 
ON DISPLAY FOR Barry Wehmiller See tievis of 
THE FIRST TIME Washers Operation 





DISTRIBUTED BY: 


Bottlers Appliances Inc. 


DRAWER 1567 
SALISBURY, N. C. 
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MISSION DRY CORP., Los Angeles, Calif. (716) MORRISON 
Representatives: F. W. Gray: W. D. Aitken; G. A. Rodriguez: 
H. A. McCauley: S. Blangsted; L. Mitchell; J. A. Sanders: 
F. Dake; J. Sutton; W. G. Stewart: H. L. Sunderlin; W. J. 
Boulger; J. Sharnack; J. Zocks; J. Cody 
Products: Mission beverages 


MOJONNIER BROS. CO., Chicago, Ill. (905) 
Representatives: H. G. Mojonnier; F. Platson; B. J. McGov- 
ern; T. S. Thomas; J. R. Griess; H. J. Liedell; P. Stoltz: L. M. 
Noland: K. Le Beau 
Products: Carbo coolers 


MONARCH MFG. CO.., Atlanta, Ga. (418) MORRISON 
Representatives: S. H. Dixon; H. Fearon; F. L. Shiver; J. 
Baumeister 
Products: New Yorker; Cascade; Esquire; Suwanee Flavors 


MORRIS PAPER MILLS, Chicago, Ill. (433) MORRISON 
Representatives: S. N. Lebo!d; A. H. Canning; R. W. Peter- 
sen; A. A. Lammerding; R. Box; O. S. Brodnax; P. A. Culter; 
E. Fitzgerald; A. A. Margolin; J. H. Sealy: A. M. Schreiber: 
S. M. Treat 
Products: Bottle carriers; cartons 


MUNDET CORK CORP., North Bergen. N. J. (619) SHERMAN 
Representatives: R. Starr; M. O. Gillett: G. C. Begley; T. B. 
Fitzgerald; W. D. Roth; L. C. McAuliffe: H. R. Cant; E. G. 
Apmann 
Products: Crowns 


MY POP’S FRANCHISE CoO., Phila., Pa. (813) 
Products: My Pop's beverage 


NATIONAL BOTTLERS’ GAZETTE (713) SHERMAN 
Representatives: M. J. Becker, S. R. Kaplan, G. R. Shear; 
C. Field, W. J. Fitzpatrick, F. Calderon, Jack Raymond 
Products: NATIONAL BOTTLERS’ GAZETTE 


NATIONAL CYLINDER GAS CoO., Chicago, Ill. (141) 
SHERMAN 
Representatives: P. F. Droste; W. L. Purbaugh; L. L. Geer; 
R. Morehead; W. N. Hill: J. Sweat: O. Eichman; W. I. 
Merzig: D. J. Mangan; P. Ruprecht: C. F. Artis: C. R. 
Sviegel; H. P. Morrison 
Products: CO. Gas 


NATIONAL FRUIT FLAVOR CoO., INC., New Orleans, La. (318) 

MORRISON 

Representatives: I. B. Harkey: L. M. Harkey: H. H. Hornsby 
Products: Squeeze 


NATIONAL NUGRAPE CoO., Atlanta, Ga. (721) MORRISON 
Representatives: W. G. Grant; W. E. Dimmock; E. A. Ran- 
dall; H. Harris; E. L. Withers; M. E. Hess; D. Meyer: B. 
Lumpkin; A. L. Kirkpatrick: R. J. Featherstone: R. B. Smith; 
E. C. Verner; W. R. Sullivan 
Producis: NuGrape, Sun Crest beverages 


NATIONAL REJECTORS INC., St. Louis, Mo. (441) 
BISMARCK 
Representatives: J. I. Cleary; F. C. Steffens; R. C. Trieman; 
R. Gottfried; Mr. Piers 
Products: Coin equipment, coin changers 


NEHI CORP, Columbus, Ga. (610) SHERMAN 
Representatives: T. H. Stanley; C. C. Colbert: W. H. Glenn; 
W. E. Upchurch; J. Hale; W. E. Uzzell; C. B. Williams; M. G. 
Murray; E. B. Davidson; R. M. Lowry; J. W. Gates 
Products: Royal Crown Cola, Nehi beverages, Par-T-Pak 
beverages 


NESBITT FRUIT PRODUCTS, INC., Los Angeles, Calif. (314) 
SHERMAN 
Representatives: J. T. Hunsaker; C. W. King: R. James; 
E. W. Lee: M. M. Streitler; N. A. Douglas; R. A. Peacock: 
J. H. Elliott; O. E. Castle 
Products: Nesbitt’s beverages 
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NIAGARA BOTTLE WASHER MFG. CO.., Toledo, O. (1030) 
DRAKE 
Representatives: M. W. Goldman 
Products: Bottle washing machine 


THE H. R. NICHOLSON CoO., Baltimore, Md. (319) 
Representatives: H. R. Nicholson, Sr.; W. W. Burns; H. R. 
Nicholson, Jr.; M. C. Lindley 
Products: H-R Kola, Ritzy Orange, Truroot root beer, Pale 
Dry. Nichol Kola 

NORTHWESTERN EXTRACT CO., Milwaukee, Wisc. (807) 

MORRISON 
Representatives: W. A. Peter; N. J. Kieyerle: V. March 
Products: Flavoring compounds 


OAKITE PRODUCTS INC., N. Y. C. (723) 
Representatives: F. J. McNally: K. C. Tucker; 
S. L. Perkins 
Products: Lubricating equipment; sanitation products 


OBEAR-NESTER GLASS CoO.. East St. Louis, Ill. (219) 
SHERMAN 
Representatives: M. A. Maley: M. Blitstein: H. Serlin; R. 
Serlin; S. Johnson; P. Kane; H. W. Brandon; K. M. Nester; 


SHERMAN 
R. K. Brtank; 


C. R. Jefferson; H. Signer; E. E. Hutson; F. White; A. T. 
Marcus 
Products: Carbonated beverage bottles 

OLD FASHION, INC., Wilkes-Barre, Pa. (1108) SHERATON 
Representatives: J. J. Carroll; I. E. Davis 
Products: Ma’s Old Fashion Root Beer 

ORANGE-CRUSH CoO., Chicago, Ill. (617) SHERMAN 
Representatives: J. L. White; J. Thompson; L. Collins; D. 
Smets: D. Campbell; R. Trotter; R. Cutler; A. Repenning: 


G. Finneran; D. O'Neal; J. Seyler: V. Cooper; C. Horne 
Products: Orange-Crush, Old Colony beverages 
ORANGE SMILE SIRUP CO., St. Louis, Mo. (125) SHERMAN 
Representatives: Mrs. E. J. Figi; E. J. Figi: C. Bernard; 
A. M. Dodge: H. McClellan; J. Tapocik: T. A. Smecllwood 


Products: Smile, Cheer Up beverages 


OWENS-ILLINOIS GLASS CO., Toledo, O., (521) SHERMAN 
Representatives: J. J. O'Shaughnessy; S. L. Davis; R. E. 
Delaplane; J. R. Brown 
Products: Beverage bottles 

PAL, INC., West Hyattsville, Md. (235) BISMARCK 


Representatives: C. D. Carr; L. A. Woods; J. F. McHugh 


Products: Pal Orange Ade. Pal vending machine 


PENRITH, AKERS MFG. CO., Minneapolis, Minn. (322) 
SHERMAN 
Representatives: Mrs. C. W. Akers; R. W. Dyer; T. Sheehan; 
R. Josephson; M. Kallgren; R. L. Hart 


Products: Flavors and beverages 


PEPSI-COLA CO., N. Y. C. (519) 
Products: Pepsi-Cola 


THE PERMUTIT CO., N. Y. C. 
Products: 


(702) 
Water purifying and treating equipment 
CHAS. PFIZER & CO., INC., Brooklyn, N. Y. (355) 
Citric acid 
PORTABLE ELEVATOR MFG. CO., 


Products: 


Bloomington, Ill. (809) 


SHERMAN 
Representatives: W. A. Matheson; B. Caudell 
Products: Pelco electric beverage coolers 
POTTER & RAYFIELD, INC., Atlanta, Ga. (325) SHERMAN 


Representatives: A. C. Cross; G. Aiken; D. Pollock 
Products: Potter & Rayfield mixing machine, water treat- 
ing system, stainless steel tanks 


PROGRESS REFRIGERATOR CO., Louisville, Ky. (230) 
SHERMAN 
L. W. Cloud; R. Binkerd; L. A. Stark 


Products: Portable one-case coolers, special events coolers 


Representatives: 
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They Come Back 


AGAIN-and-AGAIN-and-AGAIN-and-AGAIN 


for Jon D GINGER ALE 





The popularity of Vernor’s “Deliciously Different’ Ginger Ale 





has an amazing stability. Vernor's drinkers come back again 


and again... all their lives. 


The acceptability of Vernor's for the past 87 years has had a 
rock-like firmness .. . proof that Vernor's sales have never been 
affected by whims or fads. Year after year of steady increase 
makes the bottling of Vernor’s Ginger Ale a growing and stable 


business. 


Franchise Division 


JAMES VERNOR COMPANY 
Detroit 26, Michigan 


Our New Home! 
Will be the most beauti- 
fully modern manufac- P 
turing and bottling plant =~ ¢ 
f- MiiLowed 
7 WioD 


in North America. 


6608 
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“The 
Beginning 
is half 
the whole.” 


PLATO 





Translated very roughly from the 
ancient Greek, this might read, 
"The sooner you line up one of 
those valuable Frostie fran- 

chises, the sooner you'll 

~~ enjoy bigger volume 
ee ... bigger profits!" 
% But you have 


to start. 
W\ 


AT THE 
ABCB 
SHOW 


BOOTH 833 





























A SINGLE 
SIP SELLS! 


$ 








12 FULL 
OUNCES! 
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PURE CARBONIC CoO., INC. 

DIVISION OF AIR REDUCTION CO., INC., 

N. Y. C. (1104) SHERMAN 
Representatives: R. S. Frichette; A. J. Granata; N. L. Heff- 
ron; C. R. Hilton; L. F. Kilmarx; C. W. King: E. R. Lawrence; 
F. H. Mackey: R. C. Peters: J. D. Puller, Jr. 

Products: CO» gas 


RADIO CORP. OF AMERICA, Camden, N. J. (310) SHERMAN 
Representatives: H. T. Sawyer; K. R. Hollister; S. O. Swan- 
son; H. D. McLendon; W. O’Brien; J. C. Boyle: H. K. Broder- 
sen 
Products: Beverage inspection machine, half depth uncaser 


THE RAPIDS-STANDARD CoO., INC., Grand Rapids, Mich 
(1008) SHERRY 
Representatives: K. B. Maatman:; R. C. Pierson 
Products: Rapistan conveyors, Wheel-Ezy hand truck 


RIVER RAISIN PAPER CO., Monroe, Mich. (919) 
BLACKSTONE 
Representatives: H. V. Hodge; A. W. Schulte; G. J. Hoch- 
radel; J. G. Ladley 
Products: 24-bottle plastic-coated fibreboard soft drink 
cases 


RIVERSIDE MFG. CO., Moultrie, Ga. (611) 


Products: Uniforms 


S. AND S. PRODUCTS, INC., Lima, O. (316) MORRISON 
Representatives: B. Biddinger; F. L. Kelly; H. L. Gebert 


Products: Ice and electric beverage coolers 


SALIENT FLAVORING CORP., N. Y. C. (224) 
Representatives: H. Jackness; J. Greenberg 
Products: Nifty Black Cherry, Raspberry. Pineapple flavors 

SELLERS INJECTOR CORP., Phila., Pa. (1016) 

Products: Jet cleaning equipment 

C. O. & W. D. SETHNESS CO., Chicago, Ill. (811) 
Representatives: W. D. Sethness; C. O. Sethness;: W. C. 
Drake; W. Forline; A. Hager; W. H. Sethness; M. A. Cory: 
E. L. Fontany 
Products: Cosco brand flavors, Twang root beer 

THE SEVEN-UP CO., St. Louis, Mo. (720) SHERMAN 
Representatives: D. J. O'Connell; H. C. Grigg; B. H. Wells; 
H. E, Ridgway: J. T. Tabor; J. M. Thul; Dr. B. C. Cole; J. D. 
O'Shea; W. Winter; H. Hogan 
Products: 7-Up, 7-Up vendors, 7-Up family pack 

SOLVAY PROCESS DIV. ALLIED CHEMICAL & DYE CORP.., 

N. ¥. G. (32k) 

Representatives: R. B. Anthony; R. Reynolds; B. J. Town- 
send; L. Hook; L. Whiteside 
Products: Alkalies, Caustic Soda, Cleanser 

SPARKLING LIFE SALES CO., Los Angeles, Calif. (1112) 
Products: Sparkling Life beverages 

SPECIALTY ENGINEERING CO., Phila., Pa. (933) 
Representatives: L. F. Ashford 
Products: Bottlers truck bodies 

SPIELMAN CoO.., INC., Phila, Pa. (1119) MORRISON 
Representatives: C. Parker; J. King: J. Segall; H. Lee; 
I. A. Parnis 
Products: Labels, decals 

THE SQUIRT CO., Beverly Hills, Calif. (450) BISMARCK 
Representatives: H. McKellar; H. B. Bishop; W. Jay: J. M. 
Keefe; E. L. Lowry; W. Albaugh 
Products: Squirt beverages 

STANDARD-KNAPP, DIV. OF EMHART MFG. CO., Portland, 

Conn. (114) BISMARCK 
Representatives: R. N. Allen; L. F. Shattuck; J. H. Mosley; 
K. Holstebro; L. Wimmer; L. D. Kniffin; C. Barker: A. J. 
Hetzel; G. P. Schaefer; W. A. Schilling; L. E. Leyner; A. L. 
Johnson; F. P. Lonsdale; A. L. Mix: D. S. Shields: G. E. 
Bayer; G. K. McPherson 
Products: Casing machines 


SHERMAN 

















Write for samples and information on these two 
outstanding flavors. 


GRAPE DEW COMPANY 
1515 William-Oliver Bldg. Atlanta, Ga. 








D ENN Crowns 


SPECIAL 
or STOCK 








SPOT 
or REGULAR 





For more than 20 years a reliable 
source of supply for precision-made 
handsomely lithographed CROWNS 
for the bottling industry. 







We also 

manufacture Have you tried © 
scrow'coos Matt Oil 
from |8mm a ra i 


uperfined for 
better blending 


to 89mm 





PENN 


CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 
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STEELCOTE MFG. CO., St. Louis, Mo. (1009-A) 
Products: Paint products 


SUGAR INFORMATION, INC., N. Y. C. (911) MORRISON 
Representatives: N. Kelly; M. Zeller 
Products: Association 

SUNKIST GROWERS, PRODUCTS DEPT., 

Ontario, Calif. (710) SHERMAN 


Representatives: L. C. Gallagher: H. A. Lynn; G. Shepherd; 
J. A. Finley: R. H. Higby: A. J. Thille: D. F. McMillen: 
O. K. Burman; G. M. Cole; D. R. Thompson; E. L. Rhoads; 
C. E. Scovern; J. L. Gilbert; J. P. Haman; C. A. Walker: 
R. D. Loar; C. B. Hansen; M. M. Hughes; W. E. Paulin; 
S. D. Poulsen; W. L. Zogbaum; C. A. Lockwood; J. O. 
Sanders; M. F. Toole: P. Modern; T. W. Johnson; D. D. 
Gardner; A. H. Morris; D. B. Secrist:; R. H. West; O. E. 
Olson; C. W. Wright: E. S. Chrapla; R. L. Austin; S. C. 
Kramer; R. H. Boughan; J. S. Adamson; D. A. Halgren; 
R. K. Miller; J. T. McColgan 

Products: Exchange brand bottlers’ orange. lemon, and 
grapefruit bases 


SUN SPOT CO. OF AMERICA, Balto., Md. (238) SHERMAN 
Representatives: A. Fine; H. S. Black, Jr.; I. W. Lynch; 
G. Crocker; N. Rosenthal 
Products: Sun Spot beverages 

TERRISS DIV., CONSOLIDATED SIPHON SUPPLY CoO.., 

ING., N.Y. G.- (Sez) SHERATON 
Representatives: D. M. Epstein; L. C. Epstein; E. Magnus 
Products: Stainless steel tanks, mixers 

THATCHER GLASS MFG. CO., INC., Elmira, N. Y. (226) 

BISMARCK 
Representatives: W. Bazzett: R. A. Carpenter; D. Yaeger; 
J. Cott; G. Dusterdieck; L. L. Chandler; P. L. Swift; T. H. 
Effinger; C. F. O’Rouke 
Products: Beverage bottles 
THEONETT & CO., Chicago, Ill. (916) 
Products: Flavors, beverages 

TIMMONS METAL PRODUCTS CO., Columbus, O. (1014) 

TRI-CLOVER MACHINE CoO., Kenosha, Wisc. (113) SHERMAN 
Representatives: R. L. Nissen; F. Henrichs; T. LaRose; J. L. 
Costigan; S. F. Greenwood; W. Cotter; F. Clark; R. Lizenby 
Products: Stainless steel fittings, valves, pumps, filters 

TRU-ADE, INC., Elgin, Ill. (337) BISMARCK 
Representatives: W. H. Cooper, Jr.; L. C. Ward: C. E. Dar- 
went; H. L. Cannon; J. M. Langr; H. F. Lapham: C. G. Lott 
Products: Tru-Ade beverages 

TRUE MFG. CO., St. Louis, Mo. (320) 
Representatives: J. R. Odor; E. Wilkerson 
Products: Dry. electric beverage coolers 

UNION SALES CORP., Columbus, Ind. (311) 

VAN AMERINGEN-HAEBLER. INC., N. Y. C. (333) 

SHERATON 
Representatives: E. H. Waner; P. Orsay: W. Ackley 
Products: Alva flavors 
VENDORLATOR MFG. CO., Fresno, Calif. (1018) 
MORRISON 
Representatives: H. M. Tripp: H. M. Childers; S. L. Childers: 
J. H. Tripp: H. Stacey; M. Sturgeon; J. Walsh; P. Landresse: 
R. Jordan 
Products: Service kits, patented manual coin changer 

JAMES VERNOR CoO., Detroit. Mich. (717) SHERMAN 
Representatives: F. W. Unger; J. Vernor, Sr.; J. V. Davis: 
R. David; L. McHugh; S. Richardson; J. Sutton: G. Yost: 
G. Williams; T. J. Metty 
Products: Vernor’s ginger ale 

VIRGINIA DARE EXTRACT CoO., INC., Bklyn., N. Y. (440) 

SHERATON 
Representatives: H. A. Kellerhals; L. E. Smith: K. G. Stel 
ter; G. V. O'Connor; E,. D. Wolfram; Dr. C. E. Davis; J. C. 
Hegarty; G. A. Perella; W. T. Jones 


Products: Flavoring extracts and concentrates 


SHERATON 
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VOLCKENING, INC., Bklyn, N. Y. (139) SHERMAN 
Representatives: H. G. Volckening: J. C. Norwood; C. J. 
Norwood 
Products: Brushes, spindles, rinsers 

WALKER-WALLACE DIV., A. P. V. CO., INC.. 

Buffalo, N. Y. (131) MORRISON 
Representatives: G. M. Irving; L. J. Bruens; J. B. Shanahan; 
R. K. Walz 
Preducts: APV Paraflow plate heat exchanger 


WARNER JENKINSON MFG. CO., St. Louis, Mo. (531) 
BISMARCK 
Representatives: O. W. Hickel: G. F. Meyer; W. F. Meyer: 
W. E. Meyer: H. P. Wilson; R. Provart: J. P. Young: B. 
Walker; F. U. Bennett; N. S. Knight; D. K. Wright; F. Bolin; 
W. McGrath; W. Barnhart; B. Wood; L. Brosch:; J. Harris 
Products: Flavoring extracts, certified food colors 


WAUKESHA FOUNDRY CO., Waukesha, Wisc. (902) 
SHERATON 
Representatives: E. M. Howe; C. E. Schick; J. W. Weaver: 
R. E. Cairns 
Products: Pumps and sirup room equipment 
WESTERN FILTER CO., Denver, Colo. (210) LaSALLE 
Representatives: L. H. Hoop; V. E. Hering; H. O. Egland 
Products: Western recirculator-type lime treating system 
WHISTLE & VESS BEVERAGES, INC., St. Louis, Mo. (117) 
SHERMAN 
Representatives: L. C. Crook; S. Sessler; L. O. Schnee- 
berger; G. R. Ames; A. F. Oberbeck: W. E. Epstein; E. H. 
Feger; P. D. Jones; W. Carroll: G. Potter; W. Lavely: Dr. 
Kruse 
Products: Whistle & Vess beverages 


WHITE MOTOR CoO., Cleveland, O. (623) SHERMAN 
Representatives: H. R. Stickel: R. F. Black; J. N. Bauman; 
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R. Cass: H. Mosteller: P. E. Tobin; H. D. Weller; L. B. Gilbert: 
E. H. Gustafson; W. White: I. Snell; G. Jennings; J. J. Thomp 
son; C. J. Boyd: L. P. Lichter 
Products: Trucks 

WHITE ROCK CORP., Bklyn., N. Y. (438) MORRISON 
Representatives: A. Y. Morgan; W. C. Keeley: A. D. Mac- 
Donald: J. N. Reynolds; M. Randall; A. Stipp; R. J. Patter- 
son; R. O. Compton: E. H. Wyman; J. P. LaFayette: G. F. Kay 
Products: White Rock beverages 

WOODSTOCK MFG. CO.., INC., Charleston, S. C, (323) 
Products: Beverage cases 

WYANDOTTE CHEMICALS CORP., Wyandotte, Mich. (524) 

SHERMAN 

Representatives: J. D. MacGillirray; L. Mino; H. Hastedt: 
H. H. Dollahan; J. M. Shaff; L. Turner; G. J. Webanis; H. 
G. Hemman 
Products: Bottle washing compounds 

THE YALE & TOWNE MFG. CO., Phila., Pa. (500) SHERMAN 
Representatives: N. C. Baker: J. I. Somers; J. H. Conklin; 
G. A. Vining: J. J. Murray: T. F. Meriarity; C. P. Adams; 
A. H. Dobler: R. S. Hoffraan; C. M. Bartelme; T. J. Bruns- 
wick: C. B. Decelles: C. A. Demus; A. C. Ellison; J. P. Kim 
ball; R. A. Lusk: R. A. Murray; C. R. Patt; J. D. Pilkis; G. J. 
Rendall; R. A. Rieger; C. T. Schwarz; J. R. Walker; A. H. 
Stutzriem; R. L. Woltor: E. C. Enblom; L. P. Walsh; R. J. 
Mueller: C. E. Bettega; C. H. Costella; R. C. Dietz: E. G. 
Engstrom; J. M. Fink; J. Irvine; J. J. Kaste; G. Krammer; 
H. P. Marquardt; J. A. Mazich; W. F. Sullivan 
Products: Lift trucks 

MICHAEL YUNDT CO., Waukesha, Wisc. (1004) _ SHERMAN 
Representatives: E. J. Humphrey; E. A. Kovic; C. J. McHugh; 
C. L. Gerlach 
Products: Bottle washer, case unloader, caustic filtration 


unit 


@ A superior product, 
smartly advertised and 
promoted, means assured 


volume and profits for 


Tru-Ade franchisees! 
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REAL OLDTIME 


ROOT BEER 


Consider the facts. 


Hires has over 77 years of popular- 
ity to its name. In that time, more 
than 30 million dollars’ worth of 
advertising has created a consumer 
acceptance second to none. 


Today, everyone knows Hires as 
the original, top-quality root beer. 
And, as a result, Hires starts every 
new franchise with a presold market. 


Constant national advertising—in 
Life, Look and The Post—sees that 
it stays that way. Write today for 
details of the few franchises still 
available. 


THE CHARLES E. HIRES CO. 


206 S. 24th St., Philadelphia, Pa. 


TRUCKS WAVE rr HANDLE 
Perfect Balance Mi Tucse / 5 CASES 


Check these features and 
you will see why M/W 
Case Trucks have been 


Prom Your Supplier 





What’s New At The Beverage Show 


Dozens of new products and services on display at Exposition 


E acu year, much new equipment, new beverages 
and improved methods of operation are introduced 
at the annual Expositions, but this year in Chicago 
an unusually large number of practical items specifi- 
cally designed for bottler use will be shown. 

For instance, in conjunction with its Bottle Mas- 
ter Carton Opener, which it introduced last year, 
Atlanta Paper Company now has an accumulator 
which ties in with this machine and offers promise 
of greatly improved efficiency by automatically 
yrouping four cartons together and feeding them 
into wooden or corrugated cases just before the 
cases reach the bottle loader. The new unit has full 
flexibility for use in continuous production, and can 
be operated intermittently when required . .. Atlas 
Tool & Mfg. Company, will show for the first time 
its new line of “Port-About” picnic coolers, and two 
or three flavor bottle vending machines which will 
vend any five to twelve ounce bottle . .. From its 
suite at the Hotel Morrison, B-1 Beverage Company, 
will gladly supply bottlers with information regard- 
ing its new dietetic type beverage “Trim”... Blue 


Seal Extract Company will have available for dis- 


tribution a new handbook containing information on 


~v- BEVERAGE CASE TRUCK 


WITH 10° RUBBER TIRES 
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Manufactured by Model 21 


Nocllenbrock 6 Wilke 


WASHINGTON, MO. 





bottling calculations, Baume, Brix, specific gravity 
and other data... Three new units will be the con- 
tribution made by Bottlers Appliances, Inc. They 
will show the Taylor unscrambler with transfer type 
infeed for Yundt washers built before 1942. This 
unit turns the bottles over so that the bottoms of the 
bottles are fed into the washer carriers instead of 
the necks. The company will also show a new case 
cleaner and a new type case unloader for full, *4 and 
half depth cases with or without cartons ... Cham- 
pion Knitwear Company, in addition to its T-shirts 
with company identification, will show a line of 
sweat shirt jackets and complete sportwear line... . 
A carbonated chocolate drink made from real choco- 
late will be demonstrated by the Chok-A-Fizz Com- 
pany ...J. L. Clark Manufacturing Company will 
show the “Dozen”, a new 12-bottle Rockford alumi- 
num carton for Coca-Cola and the ‘6-bottle’” Rock- 
ford aluminum carton for Coke. The rust-proof 
metal package is practically indestructible, with 
more than two and a half million of the six bottle 
cartons already in service ...Cronstroms Mfg. Co. 
will show its new delux portable picnic coolers, 


which in addition to space for iced beverages have 





Cal-Fre 


The NEW Low-Calorie Beverage 


Bottlers throughout the country are enthusiastic 
in their praise of CAL-FRE — the new low calorie 
beverage with no sugar added. 








Franchises are still open in strategic areas, but 
we urge you to write today for full information. 


CAL-FRE is a super profitable, consumer 
demanded, exclusive beverage available in Gin- 
ger Ale, Cola, Root Beer, Orange, Grape and 
Lemon flavors. 





Write today for 


FREE SAMPLES 


and prices 











Franchised exclusively by 


Monarch Manufacturing Co. 


1351 Monarch Road Atlanta, Georgia 
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a compartment for food and other comestibles .. . 
A new carton rack for mass display of beverages, 
holding 60 cartons of 10 or 12 ounce bottles or 72 
cartons of 6, 7 or & ounce bottles will be shown by 
Frontier Mfg. Co... In its booth, General Vending 
Machine Corp. will demonstrate “flavor-control” 
which permits regulation of a selective vendor for 
any specific number of flavors to be vended, up to 
10 . . . Sliding door bodies, roll-away door bodies 
and other specially designed bottlers’ truck bodies, 
will be shown by the Kinnaird Body Works ... An 
automatic chocolate beverage sterilizer, arranged as 
one complete packaged unit, which will sterilize 2,880 
bottles per hour or 120 cases, will be pictured 
by Kol-Flo Kooler Company ... A base for a new 
beverage, “Dixi-De Lite’, will be shown by Marbert 
Products Inc.,... Progress Refrigerator Company 
will show its new line of special events coolers, 
which have the new feature in that the legs may be 
removed and carried on the inside of the chest... 
The Terriss Div., Consolidated Siphon Supply Co., 
will display a new test tube sirup test set for the 
first time. The calibrated glass test tubes are fitted 
into an aluminum holder shaped like a bottle and 
can be run through the production line at any cus- 
tomary bottling speed ... A siruper speed conver- 
sion tool for converting standard sanitary level seat 
fittings to “cleaned in place” permanent gasket seat 


lines will be shown by Tri-Clover Machine Co... . 





Schaefer Wobble Type 
Bottle Brush in white on 
black nylon, all sizes. 


SCHAEFER BOTTLE BRUSHES 


CLEAN BETTER, LAST LONGER 


Write for complete catalog of Schaefer Brushes for 
all bottling plant needs. The Schaefer trade mark 
appears on every brush and 


container sold by Schafer. ODHAEFER BRUSHES 


Insist on Schaefer! — MILWAUKEE — 


SCHAEFER BRUSH MFG. CO. 


117 W. WALKER STREET 
MILWAUKEE 4, WISCONSIN 


BUY SCHAEFER 
... IT’S SAFER 


Van Ameringen-Haebler, Inc. will introduce for the 


, 


first time “QuinAlva”, a quinine flavor for produc- 
ing a quinine flavored beverage . . . The Michael 
Yundt Company will display for the first time the 
new Yundt Bottlematic case unloader. This uncaser 
will handle any size bottle or any type of case and 


can also be used as a case packer. 


For Fun'N Frolic 


Parties and events scheduled 
for Convention Week 


To tun aad teelbe, and vdenaiben “alien Wane’, 
following is a list of social events, annual meetings, 
banquets and open house parties scheduled for Con- 
vention Week. 

James Vernor Company will hold its franchise 
dinner November 11 in the Gold Room at the Sher- 
man Hotel... The Squirt Company stages its Cock- 
tail Party and awards for the National Bottlers 
Sales Contest in the Walnut Room, Bismarck Hotel, 
November 11... Orange Crush Company will offer 
a Cocktail Party and Buffet in the Orange Crush 
suite, Sherman Hotel, 6 to 8 P.M., November &.. . 
Nesbitt Fruit Products Inc. will run its Cocktail 
Party at the Sherman Hotel on Wednesday evening, 
November 11... Nehi Corporation plans its big ban- 


INCREASE BEYCO 
SALES with COOLERS 


AMERICA’S FINEST, most Complete Line 






BEVCO 
BLOWER 
cou 


Here's modern, speedy, 
dry cooling at its best, for 
all beverages provided by 
the BEVCO field - tested 
Blower Coil refrigeration 
system that's trouble-free 
and dependable. The 5 
year warranty guarantees 


perfect service. Water 

equipment, dividers, cast YEAR AFTER 
ers, stainless interiors 

exteriors, available in YEAR! 

all models 


SEND FOR CATALOG A-1 





The BEVCO Company, Inc. 
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Independent 


national survey reveals: 


HIRES LEADS 
WITH BEST-READ AD 


All-out consumer campaign 
pays off for bottlers as 
full-color ad rated first 
with women. 


Hires franchise holders 
continue to get solid 
backing from standout ad- 
vertising, as evidenced 
by latest laurels awarded 
Hires magazine copy. 


In a nationwide independ- 
ent research study, the 
ad shown here emerged as 
one of the two best-read 
soft drink advertise- 
ments of 1952. More women 
saw, read and remembered 
it. More Hires sales 
are sure to come of it. 


Looking ahead, Hires 
high-rating ads seem 
likely to keep on piling 
up points, and profits. 
With more and more na- 
tional advertising sched- 
uled to blanket franchise 
territories everywhere, 
business looks mighty 
good for Hires bottler 
coast=-to-coaste 


quet and show for Nehi bottlers and House on Wednesday evening, Novem 


invited guests at the Hotel Sherman, ber 11... All Dad’s Root Beer Com- 
Wednesday evening, November 11. . pany bottlers are being asked to come 
The National NuGrape Company will to Chicayo one week prior to the 
stave its Cocktaii Party, November 9 A.B.C.B. convention, for the annual 
at the Morrison Hotel, 6:30 PM... meeting. The company will maintain a 


Mission Dry Corporation will run a hospitality suite in the Sherman Hotel 


business meeting followed by a Cock The Coca-Cola Company plans a 


tail Party. Date and time to be an social hour and buffet dinner for Coca 
4 


nounced .. . Liquid Carbonic Corpora- Cola 
Morrison Hotel, November 9th, 6:30 


PM... Bireley’s Div., General Foods 


bottlers in the Embassy Room, 


tion will hold another of its great 
buffet-dinner-cocktail-party events in 
the Grand Ballroom of the Palmer Corp., will hold a private dinner party 
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is your best buy 


Pry this trial gallon of bottling syrup.“ The wonderful taste 
that will oe repeat business and the low cost of the cola 
drink made from MarBert Concentrate will prove to you 
that MarBert is your best buy. Send this coupon with only $1. 


Visit MarBert at the A.B.C.B. Exposition—Booth 134 $ 1 























*for trial only. MarBert Cola and M-P Cherry Cola 


are sold regularly as a concentrate 
ee ee ee ee ee ae ee ee ee 





' Marbert Cola]? 
1 MarBert nA ts. Inc. Dept. N-9 5 pert Cola . 
i 4 M-P Cherry Cola [) 4 
5 19 E. Lombard Street, Baltimore 2, Md. 

: (check here) ? 
y  Here’s your dollar, send a gallon of bottling syrup of the flavor ; 
t checked and information on prices to: A 
J 

,; Name ; 
! Company 1 
| i 
y Address i 
1 City Zone State i 
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is the foundation 


WATER 





of your beverage! 








ake SURE it's PURE 


with a 


P&R Water Conditioning System 


Pure water is an absolute must for a satisfactory beverage. So why take chances 
with an inferior drink and dissatisfied customers? Install a reasonably priced 
positive acting P & R Water Conditioning System. The P & R System is simple in 
design, yet incorporates all features necessary to a satisfactory water supply. 
They have proved their outstanding value under all kinds of operating conditions 
Automatic in operation. Let our chemists study your needs and specify the exact 


equipment required in your locality. No obligation. 


WRITE FOR FURTHER INFORMATION 





Backed by AYFIELD. INn x 
Over 25 Years 
Experience 
P.O. BOX 1042 ATLANTA, GEORGIA 
for Bireley’s bottlers, time and place Sherman Hotel 
will be announced. Mason’s Root Beer Co Sherman 
The following companies will hold Hotel 
“open house” or hospitality rooms: Marbert Products Ine. Morrison 
Van Ameringen-Haebler—Sheraton Hotel 
Hotel Liberty Glass Co..-Bismarck Hotel 
The Seven-Up Co.—-‘‘House on the H. Kohnstamm & Co.—-Hotel Sher 
Root’, Sherman Hotel man 
Pure Carbonic Co.—-Hotel Sherman The Julep Co.-Morrison Hotel 
Owens-Illinois Glass Co.--Sherman W.H. Hutchinson & Son, Ine.—-Mor 
Hotel rison Hotel, Parlor 605 


Geo. J Meyer Mtge. Co Suite 641. Godchaux Sugars, Ine Morrison 


National Bottlers’ Gazette 








Joseph Zatkin, Bireley’ 



























Hotel 

Gideon Anderson Lumber Co.—Mor- 
rison Hotel 

Flavorex Co. Ine. lotel Sherman 

Dr. Pepper Co._- Hotel Sherman 

De Lisser Extract Co.—-Room 1121. 
Hotel Morrison 

Consolidated Cork Corp.—_Assembly 
Room, Hotel Sherman 

Canada Dry Ginger Ale, Inc.—-Mor- 
rison Hotel 

Burns Bottling Machine Works, Ine. 
Hotel Sherman 

O-So Grape Co., Dr. Swett’s and 
3ubble-Up Corp.Sherman Hotel 

Bond Crown & Cork Co.Press Gai- 
lery, LaSalle Hotel 

B-1 Beverage Co.--Morrison Hotel 

Atlanta Paper Co.-Holiday Orchid 


Suite, Sherman Hotel 


Canned "Super" Beverages 
To Be Produced 
In Los Angeles. 


Marketing of the canned “Super” 
line of beverages will spread over the 
Pacific Coast late in December, when 
the new canning plant now under con 
struction begins operations in Los An 
yeles. The finishing touches to the 
plant will be made under the personal 
supervision of Walter S. Mack, head 
of Cantrell & Cochrane, who will go 
to the Coast city in November for that 
purpose and to supervise the “kickoff” 
introduction of the product in South- 


ern California 


New Local Group Formed 


The Bay Area Soft Drink Bottlers’ 
Association has been organized, with 
membership including bottlers of cat 
bonated beverages in the counties bor- 
lering In San Francisco Bay, Califor 
nla. Tentative plans include the launch 
ing of a cooperative advertising cam 
palgn. Initial meetings have included 
discussion of a wage agreement with 
plant workers, the one in effect for the 
past vear having expired 

Officers of the new organization are 
President, W. A. Busick, Shasta Water 
Co., San Francisco; vice-president, 
Beverages, 
Oakland, and secretary - treasurer, 
Wynn Ardery Coca-Cola Bottling 


Companys of San Francisco 





Why did you 
buy L-S Electric 
Trucks, Mr. Hires? 


Here’s what C. Edgar Hires, Chief Engt- 
neer of Charles E. Hires Co., makers of 
famous real old time Hires Root Beer, 
said about dependable Lewis-Shepard 
SpaceMasters in reply: 


Easy to Enter “The Standrest operator's 
position and one-step high through- 
truck aisle makes it easy and safe for 
our drivers to enter and leave the 
trucks.” 

Two-Way Safety “With pallet loads 
60 in. wide, the operator's view forward 
is blocked. But exclusive L-S Standrive 
design permits easy, safe operation in 
reverse as well as forward ... speeds up 
delivery truck loading and unloading.’ 


Lubricated-for-Life “We looked for 
the truck that required the least 
preventive maintenance. L-S Electric 
Trucks proved to be the answer to this 
requirement because they need no 


lubrication!” 





Savings: 2c per case 

“We've realized a 50% saving in truck 
loading and unloading costs that’s 
a big 2 cents a case. And the trucks 
paid for themselves in one year!” 


Increased storage space 50%, 
“By adopting SpaceMasters and the unit 
load system, we've increased our stor- 
age space up to 50’- and provided in- 
side garaging and loading space for 
our delivery trucks.” 











Mechanized Warfare on High Costs Hires dependable SpaceMaster Model "BE" 
Electrics cut truck loading and unloading cost in half, added SO. to storage space 


About this Truck 


Like many others in the bottling indus- 
try, Hires has found that L-S Electric 
Trucks cost less to own, less to run... 
outlive gas trucks by up to 3 to 1. No 
doubt about it electrics are best! 
ind Lewis-Shepard makes the best 


electrics. 


Take a tip from Mr. Hires 


Benefit from Mr. Hires’ experience with 


space-saving, money-saving Lewis- 
Shepard Materials Handling Trucks. 
In the L-S line you're bound to find the 
right answer to your materials handling 
problems. Just ask for Proof Folders 

fact-packed case histories from actual 
and Electric 
Truck Comparison Charts. Call your 
local L-S representative, listed under 
“Trucks, Industrial” in your Yellow 
Phone Book or send the coupon today! 


users Of SpaceMasters 


Nation-Wide Service — See “Trucks, Industrial” 
in Your Yellow Phone Book 








| 
The Bottler’s Friend | 


Lewis-Shepard’s Bottler’s Case 


all-steel, easy to handle. A rugged 


quality truck specifically designed 


i for bottlers. 
/ ¢ 


Truck 


handles four or five cases. It’s light 
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Company 
Address 
City 











6 
>) LEWIS-SHEPARD 


| 129-10 Walnut St., Watertown 72, Mass. 







Proof Folders 


Electric Truck Comparison Charts 


State 





New, Practical Pallet System 
For Multi-Line Bottler! 


New method, developed by bottler, 
extends advantages of pallet and fork truck 
case handling to delivery point. 


Akron, Ohio, bottler, looking for a 
solution to high cost labor and cumber- 
some case handling methods in the 
plant and in truck loading, complicated 


we AMERICAN business man _ is 
eternally searching for new and better, 
faster and less costly ways of doing 
things. Within the last month, an 


BLACK CHERRY 


Real Cherry From the Berry! 4 oz. 


BLACK RASPBERRY 


None Better Anywhere! 4 oz. 


PALE DRY 


Ginger Blended At Its Best! 





flavors by 


Salient 
make better 





SALIENT FLAVORING CORP. 


45 SUFFOLK STREET, NEW YORK 2, N. Y. 
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A welded pipe pallet, developed by Julius Darsky (left) of the Golden Age Beverage 
Company of Akron, bids fair to revolutionize the handling of soft drinks in multi-line 
plants. Driver-salesman Harry Baldwin uses a fork truck to pick up a pallet filled with 
various beverages placing it on the enlarged delivery truck. 





by his own circumstances of producing 
three sizes of a franchise line and ten 
flavors in three sizes of his own brand, 
developed an adaptation of the pallet 
fork truck system which carries the 
benefits of this method to the final 
point—truck loading and unloading 
suitable for a multi-product bottler 
and applicable to his distribution 
needs. 

In the case of the one-product fran- 
chise bottler, the standard pallets fully 
serve this purpose, but they do not 
solve the sorting problem for the 
multi-line or multi-product bottler. By 
devising a compartmented pallet, to- 
gether with pre-loading against ad- 
vance orders, and a simple chart which 
plots the location of each size and 
flavor on the truck, Julius Darsky, 
well-known Pepsi bottler of Akron, 
has come up with a method which he 
has proved by field testing and which 
satisfied the critical study of a group 
of materials handling experts to whom 
it was demonstrated September 22 at 
his 68,000 square foot plant. 

Unloading time for trucks has been 
slashed as much as 90 per cent. The 
time required to load has been reduced 
to a few minutes. 

Darsky is not seeking a patent on 
his idea. Instead, he is offering it to 
the soft drink industry as his contri- 
bution toward reducing delivery costs. 


The System 


The answer he has come up with is 


centered around 36” x 58”, 40-case 
pallets built of '%” pipe and a re- 
vamped, low-slung delivery truck. The 
bed of the truck is only 16” above 
street level. 

The pipe is welded together to form 
a rugged carrying pallet that fits 
snugly into each section of the truck. 
In the plant, the pallets can be stacked 
two or three high. 

Each pallet has four compartments 
for as many different flavors, or any 
desired combination. For instance, the 
truck can haul six pallets or 24 sec- 
tions for as many particular flavors or 
sizes of bottles. 

Pallets cost about $25 to make, in- 
cluding $6.18 for the 106 foot of pipe 
and several lengths of channel iron 
from which they are made. 

“Thus a driver knows immediately 
by looking at a certain compartment, 
not only the number of cases of this 
beverage he has available, but more 
important, he can reach them with a 
minimum of shifting or lifting’, Dar- 
sky said during the demonstration. 

Both the loading and unloading 
operations of the truck have been 
simplified by this system, reducing to 
a fraction the time ordinarily _re- 
quired. 

Under Darsky’s method, the welded 
pipe pallet moves down a conveyor 
line, passing the various flavors wait- 
ing on loading. Cases of a certain bev 
erage are placed in the compartments 
as the pallet moves past these stations. 
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The conveyor then empties onto a 
loading platform where a fork-truck 
picks up the 2,500-pound load and de- 
posits it quickly on the truck. 

“In a matter of minutes, the driver’s 
order can be filled and his truck loaded 
and made ready for departure”, the 
Akron bottler added. 

Two end rows in the rear pallet can 
be left open as a “starter” for empties 
picked up and to keep the load distri- 


GOLDEN AGE PALLET LOAD SHEET 


yution within the truck specifications. 

An equal advantage cited is the un- 
loading when the driver checks in from 
his route. At present this operation 
takes anywhere from 30 to 60 min- 
utes as each case is removed from the 
truck and checked at the dock. 

First of the Golden Age trucks re- 
modeled for the new pallets has been 
using this system for more than a 
month. The idea has met an immediate 






























































Route No. 
(Driver indicates in blank spaces, size 
and flavor of beverages to be loaded- 
as per sample pallet Aand F ) 
PALLET D PALLET E PALLET F 
tT T 
| saaiede iaiemed detente ented (201 7-0 12-02 
CR SODA ORAMEE SOBA 
— a a oe es, ere eee SS | Se ee eee 
12-02. | 7-02 | 12-07 
CA.S$00A | ORANGE $004 
| | FRONT 
orf 
|} TRUCK 
or QT 12-08 or 
GET-UP | ROOT-RERR] CHERRY [GINGER ALE 
go qr. 12-02 oT 
GET-UP JAOOT-BEERE CHERRY | GINTAALE 
} pe ee ee eee ere eee eG 
i + i 
PALLET C PALLET B PALLET A 


WHEEL HOUSING 


In loading the truck in advance, a “pattern” sheet such as that shown above is 
used to identify each flavor or bottle size (cases). New sheet is used for each load. 
The loading plan can also be used at unloading time as a check-sheet for the empties. 
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pipe pallet im 
wa 
42° 
rticcasancacenennuncie aman nain oe = 
fwo vitw 
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FRONT View 


Sketch above shows construction and dimensions of the pipe pallet. 
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From 100 GPH to 


@ STER-0-MATIC 


Automatic Chocolate Sterilizer “ 
First fully automatic sterilizer for bottled chocolate beverages! Handles up to 120 cases p.h., 


synchronizes with present bottling line . . 
Note these features: 


® Quality control of your product at all 
@ Low cost of operation 


® Reduction of manpower 
® No bottle scuffing—longer bottle life 


Kol-Flo Bidg., Bayonne, N. J. 


Most Practical pasieeems 3 
Line-Up : if 
In The Industry! 


@ "LITTLE GIANT" Water Coolers 


A full range of instantaneous water coolers from 


90 GPH to 2000 GPH. 


E very unit in the KOL-FLO line-up 
° is designed to do a practical job in 
@ “LITTLE GIANT" Syrup Coolers 


For every capacity from 30 GPH to 
40 GPH. 


your plant . . . to operate efficiently 
in giving you top quality products... 





<= 

e CO, Filters . 

A “ened be See this equipment 
insure quality at the ABCB Show 
beverages. 

Available in BOOTH 133 
four popular or write for details 
sizes from the 











smallest filler to 
a 60-spout. 





~ @ KOL-FLO 
Carbonators 


2000 GPH. 


& » 


. Important economies in time, breakage and labor. 


© Lower insurance coverage cost 
times 
© Eimination of hazardous operations 


© Improved working conditions 


KOL-FLO KOOLER CO. 


FEderal 9-8800 
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and enthusiastic response from driver- driver considerably easier, you are 

making progress”, he continued. 
Under this method, the truck is re- 

vamped by lowering the framework 


both in front and in back of the rea 


salesmen. 

It is simply a case of the checker 
looking over each pallet as it is re- 
turned and determining quickly and 
easily in a few minutes the number 
and types of drinks left over. 

“We see in this new method the 


wheels. The rear section also is ex- 
tended. 

“Due to the multiple-flavors and as- 
sorted size bottle that the so-called 
“flavor bottler” has to contend with. 
it has been impossible up to the pres- 


greatest advance in the handling and 
delivery of soft drinks since the moto1 
truck was developed”, Darsky says. 
“Anytime you cut down the unload- ent time, to palletize his operation at 
the delivery level. This was due to the 
fact that he had an average of 20 to 


ing time as much as 90 per cent in 
addition to making the task of the 











Knows 
No 
Season... 





, ROOTBEER 
Male] Thor Abetnes used yo 

Many root beers try to taste like "MA'S OLD FASH- 
ION ROOT BEER"—but its distinctive taste and year-round popularity 
just can't be duplicated! 


Going stronger than ever—after a decade of expansion—'"'MA'S OLD 
FASHION ROOT BEER” has a size for your market. . . 
6-bottle carton ...a PROFIT story that you ought to hear. 


an attractive 


Make a note now to see us in Chicago 


BOOTH 1108 


or write today for complete information 





OLD FASHION, INC. 


163 S. State St., Wilkes Barre, Pa. 


‘'The kind that mother used to make'' 
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30 various size bottles and flavors to 
contend with,” Mr. Darsky pointed 
out. 

“After many, months of experimen- 
tation, we have developed a method of 
palletizing motor trucks for the de- 
livery of flavored and assorted soft 
drinks, and the return of empties on 
the same pallet. 

“The Golden Age palletized method 
we have devised consists first, of cut- 
ting down the front, as well as the 
rear of the motor truck chassis, to 
permit a pallet of approximately 58 
in width and 36” in depth to slide into 
the pocket of the truck, which was in 
that way created. 


“The second step in this system is 
to build partitioned pallets made ot 
ordinary 12” to %4” pipe. Each pallet 
has four pockets. Each pocket is wide 
enough to hold any size beverage case 
The average two-ton motor truck 
would be able to hold six of these pal- 
lets, and each pallet in turn could hold 
a minimum of forty cases, which 
would total a maximum load of ap- 
proximately 240 cases. 

“The third point in this system, is 
the Pre-Loading of these pallets dur- 
ing the day, by having the bottling 
plant provide two sets of pallets for 
each motor truck. While the delivery 
truck is working with one set of pal- 
lets, the second set of pallets will be 
pre-loaded from an order given by each 
driver that morning for his own truck. 
Each pallet will then be duly markea 
and set aside. 

“As the delivery trucks come in, in 
the evening, with the empty and parti- 
ally full loads, each truck can be easily 
checked, due to the fact that the pallets 
are partitioned, and the checking of 
full and empty goods becomes easier 
and faster. In that way, the driver has 
his load checked and can immediately 
go to the cashier’s office and make his 
cash reconciliation for the day. Under 
the former system, the driver in most 
bottling plants had to wait until his 
truck was unloaded, manually, and 
checked before he could ‘‘cash in’’. In 
fact, in most plants, the driver is re- 
quired to load his own truck for the 
following day’s requirements. 

“Under the Golden Age System we 
have developed, the lift-truck would 
take off the six pallets that the driver 





Julius Darsky looks with pride at the 
4-compartment steel pipe pallet he has 
developed that cuts down the loading and 
unloading time of soft drink delivery trucks 
by more than 90%. This particular pallet 
is designed to go into the bay over the 
wheel housing and is 4 cases high. All 
others are five cases high, hold 40 cases. 
has returned, in a matter of minutes, 
and place thereon the six pallets that 
have been: pre-loaded during the day, 
equally as fast. The six pallets that 
had been taken off will be processed on 
a conveyorized production line, where- 
by common labor, properly supervised, 
will unload the empties from the pal- 
lets, and re-load same, with the order 
the driver has placed for his next day’s 
requirements. This will relieve the 
driver-salesman’s time and effort, and 
will place this burden upon plant labor, 
which is both more plentiful and more 
economical. 

“There is one more phase of this 





Necessarily home-made, the pipe pallets 
are quickly and easily made in quantities, 
using these two simple wooden jigs. Slight- 
ly over 100 feet of pipe are used in making 
the pallets. 
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business which might be treated dif- 
ferently than the so-called Route- 
Salesman type I have described above. 
The second type is commonly known as 
the Pre-Selling type of operation. In 
that method of selling and delivering, 
the orders are taken in advance by 
salesmen in cars, and then delivered 
by regular beverage delivery trucks. 

“The system we have devised would 
fit that the pre- or advance selling 
method—admirably, since the pre- 
sales orders would be grouped on the 
segmentized pallets during the day, 
placed on the motor trucks when they 
arrive in the plant, in a short time. 
Empties would be taken off the trucks 
in the same manner.” 





Loaded against advance orders with dif- 


ferent flavors and bottle sizes, the pallet 
is set aside, earmarked for a particular 
truck, even a certain bay on the truck. To 
save space, pallets can be stacked two or 
three high, as the weight is borne by the 
full depth cases. 


Some of the benefits, Darsky envis- 
ages from the system: 


a) Statistically, to cut the driver’s 
loading and unloading time ove? 
90. 


b) Reduce his “check-in” time by 


over 75°. 


c) Greatly increase driver efficien- 
cy, since he knows before he 
leaves the plant exactly where 
each flavor and size bottle is 


loaded. 


d) Better and faster service to cus- 


tomers. 


e) Improved driver morale, because 
it saves time for him during the 
day and he can get home earlie 
after his route is completed. 


“With the localized advertising 
and merchandising program af- 
forded by Orange-Crush and the 
stimulated down-to-earth assist- 
ance now being received from the 
parent company, my future out- 
look is the best it has ever been.’’ 


—Otis Maffett 


OTIS MAFFETT OF SHREVEPORT, LOUISIANA acquired the 






Orange-Crush Company - 318 W. SUPERIOR ST., CHICAGO 10, ILLINOIS 
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Orange-Crush franchise in 1948. His business has grown from a two-truck 
operation to a fleet of eight Orange-Crush trucks. Although he 
bottles two other nationally franchised products and flavors, Orange-Crush 
is his leader in both sales and prestige. Mr. Maffett is looking forward to an 


increasingly profitable future with Orange-Crush. 
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Introduces 
Its Complete Line 
of SUGAR FREE BEVERAGES 


© Pale Dry Ginger @ Black Cherry © Root Beer 
© Cream ® Cola ® Black Raspberry 


Labels and crowns available for sugar free beverage 
Quinine Water—! Oz. Crowns available for Quinine 


ar, 


We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


ADL 1H MLL ! 
Zi W.20in ot.. New York | N.Y 


THE GINGER HOUSE” 


eFLAVOR 
Z, POMEERS 
Ma SINCE 
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True-Ade Completes Move To Elgin, Ill. 


Tru-Ade, 


non-carbonated 


Tru-Ade, 


has completed its 


Inc., producers of base for 
drink, 
move to new headquarters at 104 Douglas Avenue, 


Elgin, Illinois. Offices were formerly at 20 North 


orange 


Wacker Drive, Chicago, Illinois. The new offices in 
Elgin occupy the entire top floor of one of Elgin’s 
attractive buildings. They were 


most commercial 


completely modernized and re-built to Tru-Ade’s 
specifications and provide more than twice the space 
formerly occupied. 

The move from the congested loop area of Chicago 
to the more suburban atmosphere of Elgin is in 
keeping with the current philosophy of many lead- 
ing businesses to decentralize and move from con- 
gested areas to the more comfortable atmosphere of 
outlying suburbs of major American cities. Lee C. 
Ward, President of Tru-Ade, Inc., states, “We are 
sincerely gratified over the success of our move. Our 
location in Elgin, just 38 miles from Chicago’s Loop, 
keeps us close enough to our Chicago suppliers so 
that our service has not been reduced in the least.” 





For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


THEALL & PILE, INC. 327 cca, Stes 


New York City 38,N.Y. 
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Manufacturers of WOODEN BOXES 


OF EVERY DESCRIPTION 


TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 34.PA 
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TRU-ADE TROPHY FOR SEPTEMBER SALES INCREASE 
Officials of Tru-Ade, Inc. Elgin, Ill., examine Per Capita 
Presidential Trophy. This trophy and all expense trips to 
the Rose Bowl game will be awarded to the Tru-Ade bot- 
ling companies which showed the greatest improvement in 
per capita sales this September over last year. Pictured left 
to right are:—William H. Cooper, Jr., Vice-President, C. E. 
Darwent, Advertising Director, and Lee C. Ward, President. 





V. & E. Kohnstamm To Stage 
Dietetic Clinic During Bottlers Week 

In response to the widespread and growing in- 
terest in dietetic beverages, V. & E. Kohnstamm, 
Inc., New York City has decided to set up a special 


display of dietetic beverages in their suite at the 


mT HOMSEN 


NICKEL 
ALLOY 

















SANITARY VALVES LINE 
AND BRINE FILTERS 
ee f} 
FITTINGS TUBING 





L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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Check Squirt Sales 


YOU'LL a oo } 
SWITCH TO SQUIRT ~ | 


T00! 
COPYRIGHT 1953. THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY seven, wilts, cotitornia 





Sherman Hotel in Chicago during the A.B.C.B. Con- 
vention Week Nov. 9 to 12. All bottlers are invited 
to attend. 

As one of the pioneers in the dietetic field, V. & E. 


Kohnstamm, Inc. are particularly fitted to answer 


the many questions of bottlers anxious to get started 
in this field. The “DIETETIC CLINIC” will cover 


such subjects as: best types of formulas—labeling 


and promotion—bottling procedure—production 


costs—and give bottlers a concrete, practical pro- 


gram for getting started. 





FLECTRO-CHEM 


WATER TREATMENT EQUIPMENT 


(Pats 


Electrical Coagulant—No Risky Chemicals 


On Display Booth 1130 
ABCB Exp., Chicago 


GENERAL HYDRO CO. 


1621 Connecticut Ave., Washington 9, D. C. 


STAR 


TRADE MARK REG. 

STATIONARY 

BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 











The World’s 
Best 
Opener 






SECTION 
REMOVED 
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CLARK’S NEW 12-BOTTLE 
CARRIER 

Rib-embossed aluminum gives 
“The Dozen”—new aluminum car- 
ton introduced by J. L. Clark Mfg. 
Co.—a handsome striking appear- 
ance, as well as extra strength. 


“LITTLE GEM”. . . FOR STORING 
SMALL PARTS 


Precision Equipment Co., Chicago, 
is the manufacturer of this all- 
steel “Liitle Gem” Tiny Parts 
Cabinet ...a new idea in small 
parts storage ... for use in bot- 
tling plants, machine shops, gar- 
ages, as well as in all types of 
offices. 


GAYLORD RECEIVES 
ADVERTISING AWARD 


G. Gordon Hertslet (right) Adver- 
tising Manager, Gaylord Con- 


In this complete handling system, Farquhar Black Velvet ROLL-FREE gravity con- 
veyors first move cases of empties to bottle washing machine. After bottles are 
washed, filled and capped, they are stacked in the cases, which have now moved 
to operator at left. The filled cases are then moved out to storage by conveyor, 
passing over empties moving in to be washed. 


tainer Corp., St. Louis, receives 
Award of Excellence in 1953 cre- 
ative competition of National Ad- 


WwOTHER 
ST hicios= f 


e UYTHEVILLE DARAGOULD. ARKANSAS 
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vertising Agency Network. Frank 
G. Japha, Executive Secretary of 
the network, makes the presenta- 
tion. 


BIG BILLBOARDS... 


Two of the leading bottlers in the 
South regularly send large trailer 
trucks from their bottling plants 
to National NuGrape Company 
headquarters in Atlanta, Ga., to 
pick up loads of concentrate. The 
trailer trucks pictured here show 
how both the bottler and the par- 
ent company take advantage of 
the shipments. One of the trucks, 
loaded with from 2,500 to 3,000 
gallons of concentrate, is bound 
for plants owned by R. A. Nelson 
in Blytheville, Ark., and R. A. 
Reynolds in Paragould, Ark. The 
other is headed for North Carolina 
with a full load of NuGrape and 
Sun Crest concentrate for the six 
bottling plants owned by W. R. 
Roberson of Washington, N. C. 


NLY with Farquhar’s line of 
Black Velvet ROLL-FREE grav- 


ity conveyors do you get the assurance 
of longer, trouble-free service that spells 
real economy through the years! That's 
because every wheel, roller and bearing 
in Black Velvet ROLL-FREE convey- 
ors is treated with a special process to 
resist rust and corrosion ...to keep 
moving parts turning smoothly when 
conventional conveyors fail. This pro- 
cess is the same penetrating treat- 
ment that withstands the 24-hour salt 
spray test as prescribed by government 
specifications for certain weapons used 


under the most severe field conditions, 


OLIVER FREE! 
arguhar 


CONVEVORS 


Gentlemen: 


so you know it’s got to be good! 

What's more, ROLL-FREE convey- 
ors give you the maximum strength of 
rigidly cross-braced steel frames... yet 
are light in weight to assure ease of 
handling. They're available in straight 
and curved sections, to fit any install- 
ation requirement. When you need grav- 
ity conveyors, be sure to specify 
Farquhar Black Velvet ROLL-FREE 
conveyors. Our engineers will be glad 
to assist you, at no obligation! 

A complete line of standard 
Farquhar ROLL-FREE conveyors 
without the Black Velvet treat- 
ment is also available 


“Roll-Free Gravity Conveyor Folder'’ 


—showing Roll-Free line, specifica- 
tions, and typical installations. 


THE OLIVER CORPORATION 
A. B. FARQUHAR DIVISION 
Conveyor Dept. 0-52, York, Pa. 


POWER-BELT Please send me my free copy of “‘Roll-Free Gravity Conveyor Folder.’ 


Name 


AND 
GRAVITY 
CONVEYORS 


Firm 


Address 


Zone 





Stainless Steel Tanks In Many 
Sizes, Shapes and Types 


Plants that want to make the best 
use of limited storage space for liquids 
will be interested in a new bulletin 
just issued by Cherry-Burrell Corp. 
Among the many custom built stain- 
less steel storage tanks illustrated by 
more than 20 photographs are single 
shell, insulated, refrigerated and 
heated tanks, both rectangular and 
cylindrical. Many accessories such as 
air agitators, mechanical agitators, 


peepholes and automatic level indi- 
cators are depicted. Also included in 
the 4-page bulletin are tables of typical 
tank dimensions. 

A copy of the Bulletin, G-479, can be 
obtained by writing to Cherry-Burrell 
Corp., Dept. AS-7, 427 W. Randolph 
St., Chicago 6, Il. 


Package Water Conditioner 


A completely-integrated Permutit 
Package Water Conditioning Plant, 
designed by the Permutit Company, 





Your bottled beverages are starred with 
TOP billing the year around when you 
show them on handsome, durable FRON- 


TIER RACKS. 


SEE THE COMPLETE LINE AT THE CONVENTION AND ASK 
FOR OUR NEW CATALOG... BOOTH NO. 220 
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330 West 42nd Street, New | @ 
York 36, N. Y., is now 
available. Permutit is the 
only manufacturer of both 
ion exchange resins and 
water conditioning appar- | 
atus. 

These units, without any 
alterations, may be used: 
(1) to remove turbidity, 
color and organic matter 
from water supplies; (2) to 
chlorinate; (3) to remove 
bad tastes and odors; (4) 
to remove iron and man- 
ganese; (5) to neutralize; 
(6) to soften and (7) to de- 
alkalize. 

The plant, as a complete 
package, forms an extreme- 
ly versatile and self-con- 
tained unit which is avail- 
able in eight standard sizes 
ranging from 500 to 3,300 


gallons per 24 hours. 





Larger capacities can be 


MEET THE NEW 


CHAMPION 


AT BOOTH 908 


INTERNATIONAL AMPHITHEATER 


CHICAGO, ILLINOIS 
* 


A. B. C. B. 
November 9th-12th 


* 


Ready To Meet All Challengers 


... is the sparkling, new CHAMPION. The finest 
selective type, coin operated bottle beverage ven- 
dor ever designed. Make our experienced team of 
vending machine specialists prove their claim to 
the title. 


Convention Headquarters: Stockyards Inn 


CHAMPION VENDER CO. 


HOPKINS, MINNESOTA 





' e 
furnished on request. 


Each complete water conditioner 
consists of a Precipitator with a built- 
in clearwell, a proportioning chemical 
feeder control, a coagulant feeder tank, 
a lime or soda ash and hypochlorite 
feeder tank, an inlet float control valve, 
Neutralite filter unit(s), Carbo-Dur 


purifier unit(s) and a service pump. 


Another Expansion for 
Refined Syrups 


Refined Syrups and Sugars, Inc., 
Yonkers (N. Y.) sugar refinery and 
manufacturers of liquid sugar, has 
completed negotiations and signed a 
10 year lease, with option to purchase, 
for 210,000 sq. ft. of waterfront prop- 
erty bordering the Refined Syrups 
plant, it has been announced by Fred- 
erick A. Davidson, President of the 


The property will be used by the 
sugar concern for general expansion 
purposes. The company is presently 
developing plans for the most effective 


use of the newly acquired area. 


Aidmon Expands Into 


Equipment Field 


In recent months, Aidmon Bottle & 
Supply Co., Inc., Brooklyn, New York, 
a firm which has been long established 
as a “trading post” for bottles and 
cases, has expanded its operations into 
the used equipment field. 

Aidmon now handles a complete line 
of rebuilt bottlers’ equipment and has 
completed installations of individual 
units and complete bottling lines in 
several! eastern plants. 

The rebuilt equipment division is 
headed by Ed. Linker. 


Lo-Cal Expands In Midwest 


Widespread interest in the “LoCal” 
line of sugar-free beverages was high- 
lighted in the signing of a franchise 
recently for the St. Louis, Mo. area. 
It marked the sixteenth state where 
“‘Lo-Cal” is currently being marketed. 

Lo Cal Sales Co., New York City, 
also reports that three additional fran- 
chises for the midwest territory are 
ready to be signed at the national con- 
vention in Chicago. 

The firm’s convention headquarters 
will be at the Hotel Sherman. 
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Fourth Expansion Since '46 
for Warner-Jenkinson Mfg. Co. 


Warner-Jenkinson Manufacturing Company of St. 
Louis, manufacturers of Red Seal extracts, vanillas 
and certified color, recently broke ground for the 
building of a new, completely modern brick building, 
the fourth addition to their plant since 1946. 60’ by 
120’ in area, and consisting of basement and a 
ground level floor, the new structure will add nearly 
15,000 feet to present facilities. An all-new garage 
is also being added to house the company’s fleet of 
trucks and cars. 

Almost finished is the office remodeling and en- 
largement project started several months ago. The 
new enlarged office will include a considerably larger 
reception area as well as several additional private 
offices. The company expects to have this work com- 
pleted in time for its annual sales organization meet- 
ing in November. 


Green River Spurts Under 
New Management 


In May 1953 Olin Sethness and Ed Pinkert, two 
long-time beverage men, acquired control of the 
Green River Corporation, Chicago and for the first 
time in almost 15 years, Green River is again being 
given active and aggressive promotion in the bot- 
tling field. 

Ed Pinkert, president, has been associated with 
the industry since 1927, and currently heads Na- 
tional Orange Products Company of Chicago. Olin 
Sethness, general manager and vice-president, has 
long been associated with C.0. & W.D. Sethness 
Company of Chicago, one of the nation’s pioneer 
flavor and extract houses. 

Green River was owned and operated for many 
years by Schoenhofen-Edelweiss Brewery of Chi- 
cago, who established it as one of America’s best 
known drinks in bottles and at soda fountains. After 


~"s 


wee " 





Three principals in the new ownership-management team 
of Green River Corp. are Charles McQuade, production 
manager; Ed Pinkert, president, and Olin Sethness, vice- 
president-general manager. Mr. Pinkert and Mr. Sethness 
are both experienced beverage men. 
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Soft drinks in cans? Why not? And for a superior carton 


packaged at less cost, do it the Dacam way. Cartons by 





Old Dominion Box Company for either flat or cone top 





cans. Automatic cartoning machinery by Dacam Corp. 





No capital investment. The machinery comes with your 





carton order. Write today. 










OKI DOM INION ox 6 company. Ine. 
Re 


Dacam Sales Division CHARLOTTE, NORTH CAROLINA 









beer returned, however, little serious development 
of any kind was given to Green River, and the com- 
pany has operated with virtually no sales program 
since. Despite this, soda fountain sales have re- 
mained steady through the years, with some success- 
ful bottlers in scattered locations. 

By mid-July, fifteen new Green River bottlers had 
been added. By September first—three — short 
months after the new management took over—the 
total number of Green River bottlers numbered over 
40, and the organization has set its goal at 75 bot- 
tlers by the time of the A.B.C.B. Convention. 

In addition to the main office and plant in Chicago, 
Green River syrup is manufactured and distributed 
throughout the Western States by Hoyt Brothers of 
Seattle, Washington, and The Walfred Company 
of Los Angeles, California. These two affiliated con- 
cerns also supervise franchise activities in these 
areas. In Honolulu, Harder’s, Ltd., manage the foun- 
tain and bottling operations for the Hawaiian 
Islands, where several bottlers are already estab- 
lished. 

Green River is bottled in a 7-ounce bottle, applied 


color. 


Miller Hydro Introduces 
Air-Matic Case Cleaner 


Announcement that the “AIR-MATIC” Case 
Cleaner is now in full production was made recently 





Miller's New Air-matic Case Cleaner 


by Melvin H. Nussbaum, Vice-President of this 
Bainbridge, Georgia, firm. This case cleaner suc- 
ceeds in taking one more operation out of the 
“manual” class and making it completely ‘auto- 
matic”. The Miller Hydro Cleaner requires no oper- 
ator and cleans cases either with or without cartons. 

The Air-Matic Case Cleaner works three ways to 
clean cases:—dumps them, air blasts them and 
shakes them. The case moves into a “double-cage”’ 
reel which is then inverted, dumping the loose trash 
from the case. While upside down, the case is first 
blasted by air, then shaken vigorously. It is then 
blasted by air again, and the reel returns the case to 
its original right-side-up position and the case is 
discharged. 





“CUSTOM-BUILT”... 
Bottle washing problems differ. That’s why NIAGARAS 
are “custom-made” . . . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There's 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 
partment; makes its own rinse pressure; saves water. Completely 


welded, no castings, no breakage. 


See Our Exhibit... Booth 1030... ABCB Convention 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET 






TOLEDO 5, OHIO 











for ALL 





PLANTS: LONG ISLAND CITY LOUISVILLE, KY. 
H. R. LAIST COMPANY 


WEST COAST: 
RIALTO BLDG., SAN FRANCISCO, CALIF. 
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MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY SIXTH AVENUE LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 











Complete information and literature is available 
from Miller Hydro Company, Bainbridge, Georgia. 


12-Bottle Aluminum Carton 
For Coca-Cola 


“The Dozen”, a 12-bottle aluminum carton for 
Coca-Cola, is the latest product designed and pro- 
duced by the J. L. Clark Manufacturing Co. of Rock- 
ford, Illinois. The carton was introduced in Rock- 
ford last May 15 and is reportedly the only per- 
manent 12-bottle soft drink package in America. 

Like the company’s successful six-bottle package, 
“The Dozen” was designed to facilitate fast, con- 
venient handling by bottlers, with a minimum of 
“changeover” adjustments. There is no hand assem- 
bly of Rockford Cartons, which fit the regular half 
depth shell without partitions—four “Sixes” or two 
“Dozens” to the case. Automatically loaded, and un- 
loaded, both packages are cased by standard case 
packing equipment. Automatic production line wash- 
ing equipment which assures a clean, bright attrac- 
tive carton at point of sale is also available. 

Aluminum is used for the center partition and rib 
embossed body of both packages. Remaining parts 
of the carton include a .008” lithographed tin plate 
side panel, and a 3/16” diameter galvanized wire 
handle. 





ror LABEL 


IS YOUR BEST SALESMAN ! 


4 4, ; _- 
1% > & 












Ce sure i} performs these *->~-rton* 
functions for you:— 


ATTRACT THE SHOPPER 
IDENTIFY YOUR BRAND 
INDICATE THE FLAVOR 


CREATE A FAVORABLE 
SALES IMPRESSION 


GAMSE — beverage 
labe! specialists will 
be glad to make up 
szecimen sketches — 
or show you exam- 
ples of successful 
“selling labels — no 
obligation of course. 


419 E. LOMBARD ST. 





Lithographing Co., Inc. 


CALTIMORE 2, MARYLAND 
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Sirup Cooling Provides 


“Automatic Mixing’ 








Figure 1—Syrup handling system in plant 
of Pepsi-Cola Bottling Company, Cleve- 
land, Ohio. Syrup is made and aged in 
tanks seen through windows in back- 
ground. Syrup cooler, center, cools syrup 
to 46° F. Pump (left of syrup cooler) pumps 
cold syrup to insulated storage and surge 
tank (top right). 





Pepsi-coua Bottling Company of 
Cleveland has solved the problem of 
foaming at the filler, and has achieved 
“automatic” mixing of sirup and 
water by cooling syrup to 46° F. Syrup 
is made up and aged in stainless steel 
tanks, visible in the background of 
Picture 1. The sirup room, which has 
an average temperature of about 78° 
F., is located on a higher level than 
the syrup cooler. Syrup flows to the 
cooler by gravity, and is cooled to 
46° F. at the rate of 700 gallons per 
hour. Picture 2 is a closeup of this 
unit, which consists of three Mojon- 
nier Model 31 Syrup Coolers mounted 
as a single assembly, and operated 
with a remotely located 25 H.P. Freon 
Condensing Unit. 

Syrup is pumped from the cooler to 
an insulated storage and surge tank, 
shown at the top right corner of Pic- 
ture 1. From the surge tank, syrup 
flows by gravity to two Liquid Car- 
bonic fillers, reaching the syrupers at 
a temperature of 48° F. The fillers are 
equipped with mixing tubes, which in- 


troduces cooled, carbonated water into 
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With Water 


the syrup with sufficient velocity to 





provide a mixing action. 

The success of this method depends 
on maintaining a small temperature 
split between the water and the syrup. 
Water enters the bottle at 39° F. If 
water of this temperature were intro- 
duced into hot syrup, excessive foam- 
ing would result. By cooling the syrup 
to 48° F., however, the temperature 
difference between water and syrup is 
so slight that foaming has been insig- 
nificant. The temperature of the 
finished product is 42° F. Bottles leave 
the filler with the syrup almost en- 
tirely mixed in, and subsequent casing, 
storing, and delivery operations pro- 
vide sufficient agitation to complete 
the mixing. 

While results have been satisfac- 
tory, it should be pointed out that 
water chemistry and other local condi- 
tions have a bearing on the operation, 
and that the same result may not nec- 
essarily be obtained on another opera- 


tion. 





Figure 2—Three Model 31 Mojonnier Syrup 
Coolers mounted as a single assembly 
cool 700 gallons of syrup from 78° F. to 
46° F. per hour. Gravity inlet can be seen 
across top of syrup cooling units. Pump to 
surge tank is shown a leit. Dial thermome- 
ter, background, shows syrup temperature 
as 48° F. Refrigeraiion is supplied by a 
remotely located. Freon Condensing Unit. 








PRESENTING A GREAT NEW CONCEPT 
IN FORK LIFT TRUCK OPERATION... 
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TOWMOTOR 


JowmojoRQue 
DRIVE 


ae 
as 





& 1“ HYDRAULICALLY CONTROLLED POWER 
al 
\/ NO GEAR SHIFTING OR CLUTCHING DELAYS 
[~ EFFORTLESS DRIVER CONTROL 


From the first name in Mass Handling Equipment comes 

the last word in torque drives for fork lift truck applications. 
Here is a product of intensive research and engineering, 
truly a trouble-free torque converter drive . . . available to 
match the capacity range of all Towmotor power plants. 

Here is the one drive that adds still more to superior Towmotor 


performance. For the complete story in a nutshell, 


send for book on Towmo Torque now. 


WF Send for this / ' 


Free book now! ae 





TOWMOTOR CORPORATION, FRc hey 
Div, 6210, 1226 E. 152nd St., i a 
Cleveland 10, Ohio ne, ht 





TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 
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NAMES 


Squirt Company 


In view of the expanding southern franchise oper- 


has just been appointed district manager for the 


area. 
IN i He A 15-year veteran of the beverage business, with 


NEWS... 


strong experience in the field, Mr. Felder will cover 
Alabama, Florida, Georgia, Kentucky, Mississippi, 
Tennessee, Virginia, North and South Carolina and 


South-eastern Louisiana. 
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costs... reduces fatigue ... carries 





ALL PARTS REPLACEABLE! 















+++ @ miracle of magnesium 


two-thirds lighter than steel! Cuts 





more goods! Your answer to faster, 


easier 2-wheel trucking at lower cos?! 


i) 
No Other Hand Truck Offers So Many Advantages! 


magnesium Light! 


As light as 11 Ibs.—Magliner hand trucks 
are easily lifted by a child. Try this with 
your present equipment, and compare! 


magnesium Strong/ 
Certified strength. 
Capacity-rated to 
handle loads of 450 
Ibs.—and more! 


5 Case Capacity! 


25% greater-than- 
average carrying 
capacity. Five cases 
handled securely— 
with ease! 
Engineered 
5 weight distri- 
bution, 


No weld failures! No costly 
repairs! No truck scrapping! 





MAGLINE INC. 


P.O. Box 36! 
Pinconning, Michigan. 





Please mail descriptive bulletin HT-101. 





|_| Please have your representative arrange a trial demonstra- 





tion. 
Name 
Company Write For 
Descriptive Bulletin 
Address HT-101 Today! 


oO Zone___State 


ations of the Squirt Company, John S. (Sam) Felder 


Pepsi-Cola Co. 

Alfred N. Steele, President of Pepsi-Cola Com- 
pany, recently announced the election of James B. 
Somerall as vice-president of Pepsi-Cola’s Bottle 
Sales Division. 

Mr. Somerall, Mr. Steele said, will shortly be- 
come Vice-President of Pepsi-Cola Company’s 
wholly-owned subsidiary, Metropolitan Bottling 
Company, Inc. in which capacity he will be in charge 
of Metropolitan Bottling Company’s Schweppes 
operations throughout the United States. 

Immediately prior to coming with the Pepsi-Cola 
organization, Mr. Somerall was Vice-President and 
General Manager of Coca-Cola Bottling, Inc. of 
Seattle, Washington; before which he had managed 
bottling and distribution of Coca-Cola in Rhode 
Island and Michigan. 


Tru-Ade, Inc. 

Lee C. Ward, President, has announced the ap- 
pointment of two new officers of Tru-Ade, Inc. They 
are William H. Cooper,’Jr., Vice-President, and 
Charles E. Darwent, Advertising Director. Mr. 
Cooper was formerly sales promotion manager of 
Pal, Inc. and prior to that was with the parent 
Coca-Cola Bottling Company. He has been in the 
soft drink business since 1938, having been active in 
all phases of parent company and bottler organiza- 


tions. 


Mr. Darwent was formerly assistant advertising 
director of Johnson’s Wax, Racine, Wisconsin, and 
prior to that was assistant advertising manager of 
Armour and Company, Chicago. His new position 
includes all phases of advertising, sales promotion, 


merchandising, publicity, and public relations. 


THATCHER'S NEW 
PUBLICITY DIRECTOR... 
is John W. Hogan, recently 
appointed by Thatcher 
Glass Manufacturing Com- 
pany, Inc., Elmira, N. Y. 


HEADS PRODUCT 
DEVELOPMENT... 

R. C. Gralow has been ap- 
pointed Director of Product 
Development for Corn Prod- 
ucts Refining Co., N. Y. C. 





James B. Somerall 











V.P. AND TECHNICAL 
DIRECTOR 

Dr. Roy S. Arrandale, newly 
appointed Vice President 
and Technical Director of 
Thatcher Glass Mfg. Co. 
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NAMES IN THE NEWS... 


ADDITION TO FROSTIE’S 
MIDWEST STAFF 

To handle more efficiently 
the Frostie franchise opera- 
tions in the midwest, Frostie 
Company, Baltimore, Md., 
has added Joseph E. Reed 
of Chicago, well-known in 
the beverage field. 


TRAVELS MIDWEST 
TERRITORY... 

Joe Hunter is Gideon-An- 
derson’s new representative 
in the Midwest territory. He 
covers the northern part of 
Oklahoma, the state of Mis- 
souri, Kentucky, the west- 
ern parts of Kansas and the 
southern part of Illinois. 


W. A. SWAN 


The appointment of W. A. 
Swan as vice president in 
charge of sales of the Hoff- 
man Beverage Company 
was announced today by 
W. O. Dillingham, Execu- 
tive Vice President. Mr. 
Swan has been with the 
Pabst Sales Company for 
the past 14 years as Gen- 
eral Sales Manager. 





Mojonnier “Twin” 

Carbo-Cooler, capac- 

ity 3600 gallons per 

hour operated by the 

Feigenson Bros. Company, 

Detroit, Michigan, on a multiple 

flavor mix line. This unit cools 

and carbonates the water and 

syrup and delivers uniformly car- 

bonated finished product to the filler, 

permitting maximum filler speeds at all 

seasons. Compressor equipment located 

‘elsewhere in plant. Twin Carbo-Cooler occu 
pies floor space only 7’ wide x 9’ long 


J@ . , 
be 


Ss 1} ® These shiny Carbo-Cooler twins have capacity to cool and carbonate 3600 gallons 
~ 


O 
eh PSD (| \\ of mix per hour. Operating in a well known Detroit bottling plant, they deliver 36°F 
i\\ \] mix to a 60 Spout Meyer filler, operating at 194—32 oz. quarts per minute. Soon this will 
be stepped up to 210 BPM. A second Carbo-Cooler, now on order, will supply another Meyer 
filler running 400—12 oz. bottles per minute. Such high speeds are another Carbo-Cooler production 

miracle, resulting in more production at less labor cost than ever possible before. 


© The Carbo-Cooler twins cool and carbonate a general line of flavors, including pulp drinks. A high speed cleaning 
procedure between flavors reduces time lost on flavor change-overs to a very minimum, less than on any other system. 


© A Mojonnier Carbo-Cooler in your plant is your assurance of uniform quality carbonation. Water or mix are handled 
with equal ease. Available in models for ali makes of fillers. 


© it will pay you to investigate the Mojonnier Carbo-Cooler for your operation. Write for Bulletin 181 today. 
MOJONNIER BROS. CO., 4601 WEST OHIO STREET, CHICAGO 44, ILLINOIS 


_Mejonniera CARBO-COOLERS 


ALSO SYRUP COOLERS AND WATER COOLERS 
Be sure to stop at Mojonnier Booth 905, ABCB Show, Nov. 9-14, Chicago 
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Through extensive research and 
experimentation, DOMINION now 
offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very : “ in color, with 
accompanying standards of 


Your inquiry is invited. 
Samples upon request. 


Anchorglass 
BEVERAGE BOTTLES 







All Standard Styles 
and Sizes 

in Crystal, Amber 
and Green 








A OR | 
DOMINION PRODUCTS Inc, Wi 2s cows s+ RR = 


Manufacturing Chemists 
10-40 449m DRIVE 
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FOR SALE 


Opportunities, Bottling Establishments 


Pepsi-Cola plant; in 10 oz. bot 
price with $1.00 deposit; plant based on 


ADVERTISING [iaMeckonnes 


years; have 


will earn purchase price in 5 


™) bottles per capita on Pepsi-Cola 
also, line of flavors in 8 oz.; area southwest but 
not in the south ; 


will take $40,000.00 for down 
ROY A. HACKWORTH, 602 


Congress, Denton, Texas.—10.-1. 


Bottling plant, S. Wisconsin, 1.10 

twin automatic Dixies, and com 

equipment, including bottles, cases 

; nationally known franchised drinks ; 

lease on building; this is a buy 

for further information write; BOX 
10.-2 


a | 


Bottling plant in Indiana, 18 yrs. 
show 15% on investment; $20, 


less real estate; can buy real 


write; BOX No. T. D. 836.—10.-1. 








—— payment, 
W 
RATES AND GENERAL 
INFORMATION . FOR SALE. 
o erritory 
e For sale, Exchange and Wanted on! gages 
Advertisements are available at the present five year 
following rates: 25 words, $1.50 each No TF nob. 
insertion; 6c for each additional word 
Address or box number is not included FOR SALE. 
in word count. A number, or group of + ged Fol 
numbers is considered as one word. estate or ease: 
e Orders for classified advertising 
must be accompanied by payment. 
@ Those advertisements which do not 
comply with the established headings, sik 
| Machinery, 


or which advertise new products or 
services are not acceptable. The Edi- 


reject any advertisement submitted 


@ In answering advertisements, please ; x 








@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 


All information is furnished by the 
advertisers. vember. 











+ Highest 
Quality 


Year Round 
Volume 


+ Advertising 
Program 


+ Bottle 
Program 
¢ Growing Field 


Write for franchise > _— 
information. TODAY|I Drink 


BUBBLE UP CORPORATION 
1015 S. Washington St., Peoria, Ill 
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FOR SALE. 


tions, $3,000; 
| auto. siphon 


take notice that letters must be sent FOR SALE. 
to the box number, initials, name or serial No 


address given by advertisers. bottles $3.00 
TLING WORKS, 


FOR SALE. 


six years old; 
and in excellent 


FOR SALE 


Apparatus, Materials, Bottles, Boxes 


. } 1 Mojonnier 7% hp Carbo Cooler, 

tors reserve the right to change or | rebuilt, will sacrifice to make de due to altera 
also rebuilt 6-head Barnett & Foster 

filler, $1,500.—FIRSTENBERG 
for these columns. BOTTLERS' EQU IF. CO., INC., 301-307 Powell 


St., vere N. Y.—5.-tf. 


Miller Hydro bottle washer 


656 D-60 washer, $250.00; 50 ger. Alert 
6 oz. bottles $3.00 per gr.; 40 gr. Champay 7 oz. 
per gr.; write; CHAMOIS BOT 


Chamois, Mo.—-9.-1. 


416 pt Meyer soaker, 16 wide; 

Ne hasé : 7 r . P 1)-spout Cem B filler; 1,000 g.p.h. Cem saturator; 

scription of items listed in this section. 12-head Cem mixer all installed new and now only 

| now operating on splits and quarts 

condition; available about No- 

CANADA DRY BOTT. CO., Flint, 
Mich.—).-2 





LONG ISLAND CITY 1, N. Y. 


FOR SALE.—8 Mills 45, @ $20, sold in lot only; | FOR SALE.—Several hundred gross Hires 12- 
17 Mills 47 @ $25, not less than 6; 22 large oz. ACL bottles; packed and available for imme- 
Jacobs @ $50, not less than 6; 7 small Jacobs @ diate _shipment.— - CANADA DRY BOTT. CO., 
$25, sold in lot only; f.o.b. our warehouse, un- 727 King St., Charleston, S, C.—2.-tf. 


crated; write.—COCA-COLA BOTT. WKS., 


1527 Church St., Nashville, Tenn.—8.-tf. FOR SALE.—Cem # Model B, excellent con- 
aa dition; 12W5C Meyer Dumore quart double-end 
FOR SALE.—9 Coca-Cola bottlers’ bodies, 228 washer, good condition; other equipment; imme- 


case capacity, excellent condition, CA dimensions ¥ = 
of 114 and 120 inches, some bodies almost new, BOTTL ER EQUIPMENT CO., INC., 301-307 

traded from bottler converting to pallet loading; Powell St., — 12, N. Y. 
also some 3014, 3015 and 3016 White trucks — —_—— ——— —- 
bodies from 240 to 314 cases with mileages from : . . 
8,000 to 40,000 miles ; several Chevrolet, Dodge FOR SALE & omplete pee unit ; Liauie 
and CMO C.O.E. 1947 and °48 models. super kleen wide washer, serial #2772; Liqui 
CARR-WHITE TRUCK CO.. IN( 800 Virginia 32-spout filler with Liquid 8-head rotary crowner, 
St.. Mobile 18. Al waan , . oe serial #2837; 16-head Miller Kendall mixer; Miller 
: wees Sey on ee carton and case packer, bought 1952; 800-gal. Liq- 
uid water cooler with 40 hp compressor, bought 


diate de! ery, write or ‘phone.—FIRSTEN BERG 





FOR SALE.—-2 Liquid 4-compartment 12-wide July 1952; 1500-gal. Liquid de luxe circulating 
soakers for 1/2 pint only, 1 Liquid 40 spout, 1 carbonator, bought 1953; Worthington compres- 
Liquid 32-spout, 2 accumulating tables, 1 25-ton sor; reason for selling, installing larger equip- 
and 1 10-ton York refrigeration machines, 2 50)- ment ; mz achinery can be seen in operation in plant 
gal. magic carbonators, 1 Mojonnier baffle plate | now; will be ready to move Dec. 3lst, 1953.— 
cooler; all of the above equip. is in good shape PEPSI COLA BOTT. co., INC., 2640 Main 


and would have to be seen to be appreciated; we Ave., N.W., Hickory, N. C.—9.-3. 

are installing larger equip. in our plant.—COCA 

COLA BOTT, WKS., Lewis and Beauregard Sts., , 

Charleston, W. Va.—8.-5. FOR SALE.—Two complete bottling lines con- 
sisting of the following; complete 40-spout “Liquid 
bottling line for washing and filling s eee to quart 


_ FOR SALE.—Several hundred gr. 64% oz. Coca- bottles, consisting of; Liquid Super leen 5 com- 
Cola sodas; some slightly used, in nn wt partment—12-wide washer, serial #2545; unscramb- 
right price to a quick buyer. -COCA COLA ling table 6 months new attached to washer; 40- 
BOTT. CO , OF Ch ARION, PA.,, INC., Clarion, spout Liquid low pressure filler, serial #2592; 8- 
Pa.—8.-tf. head crowner-combination, serial #616; 20-head 
—__— . a siruper; 16-head Miller Kendall high speed bev- 
FOR SALE. _ 32-5 out Liquid ~~ -pressure erage mixer; 700-gal. Liquid carbonator ; 15 hp. 
Siruper and filler with Jumbo CCS automatic Carbo Cooler; Morris air* compressor; complete 
crowner; 8-wide Liquid Super Kleen washer; 50u 4)-spout Liquid Carbonic bott. line for washing 
gph Liquid Life Time carbonator; World rotary and filling splits to pints consisting of; Liquid 
automatic labeler; 36” rotar accumulating table; Supe Kleen 4-compartment 12-wide washer, serial 
2 100-gal. stainless steel tan s; 10 disc Star Liq- #1LS47628; 40-spout Liquid low pressure filler, 
uid sirup filter; would like to sell all, but any serial #2777; 8-head crowner, serial #787; 20-head 
reasonable offer for all iv art will not he refused. siruper; Miller Kendall—16-head high —— mixer ; 
—P. T.. BOX 740,—12.- Liquid accumulating table; 1200-gal. Liquid car- 
——-— + — bonator; 20 x 20 hp. Carrier water cooler; Worth- 
FOR SALE. 1 10-spout Liquid filler, 16 wide ington air compressor; plus; Bell & Gossett 10 hp. 
washer, mixer and York refrigeration system; 1 200 Ib. pressure water booster pump; Hygeia fil- 
10-spout Cem ailers 16 wide Yundt Airbrush ter unit; sand gravel; Minchar; Norwood Hydrex 
washer and Cem filler; each of the above washers reactor, model #786 pm 3; all this equipment is 
has a Standard-Knapp unscrambling table; all of now being used and can be seen in operation any 
this equipment can be seen in operation, and will day of the week, Monday threugh Friday ; phone 
be available about October 15; write.-—BURLING- Wagner 4-4400; for further information contact.- 
rON COCA-C ‘he A BOTTLING CO., Burling- MANHATTAN ROYAL CROWN CORP., 3820 
ton, N. C.—9.- South Michigan Ave., Chic ago 1, I1l.—9.-t.f. 








ZEPHYR | 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. 





BODIES 





Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 











Atlante, Ga Memphis, Tenn 







Baltimore, Md Nashville, Tenn 
en nar Oboe Birmingham, Ala New Orleans, la 
- Charlotte, N. C New York, N. Y. 
ae) st . Chattanooga, Tenn Norfolk, Va 
y Coal Greensboro, N. C Philadelphia, Pa. 
Jacksonville, Fla Richmond, Va 
pte Woks : Knoxville, Tenn Saltville, Va 


W ashington, D. C. 


en ‘Mathieson Industrial Chemicals Division — 


Se Riles Pe > OT oe <3 





Torresdale Ave. & a St. 
Philadelphia 36, Pa. 


National Bottlers’ Gazette 















SPECIAL 


ANNOUNCEMENTS 








BOTTLERS TRADING POST 





CONVENTION SPECIALS! 


16 wide, 5 comp. Meyer-Dumore pint 
washer. 

12 wide, 4 comp. Meyer-Dumore quart 
washer. 

8 wide D & L washer. 

6 and 8 wide Heil washers. 

Complete 24 spout and 32 spout Liquid 
lines. 


BOTTLE SPECIALS! 


5000 cases attractive 6 oz. Nutri Cola 
bottles. 

150 gr. plain 28 oz. bottles. 

1000 cases 28 oz. flint and emerald 
green bottles. 





¢ Please visit with Max} 
}Aidmon or Ed. Linker at} 
} Booth No. 701 at Chi-{ 
} cago, where we will be} 
-on hand to serve you; 
} with the LOMAX line of} 
‘stainless steel sirup 


}room equipment. } 


-wuwuwwuvwwvewewweeweweweweweeee* 


AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 























We Will Buy (And Sell) At Any Point 


Any Quantity of Emptied 10-Gallon Grapette, 
Cans; 
and Also Wooden Kegs, Barrels and Steel 


Double-Cola, and Pepsi-Cola Metal 


Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. 


Cleveland 15, Ohio 





Charles S. JACOBOWITZ @. 


3O7t MAIN STREET BUFFALO 14, N. 17 AMHERST 2100 


CARBONATORS 
FOR SALE! 


Within the last few weeks we have sold a 
number of stainless steel carbonators. Now 
is the time to replace your old Magic type 
carbonator with a new Liquid Carbonic Red 
Diamond stainless carbonator or Crown Cork 
& Seal Cem saturator. We have in stock car- 
bonators in 250, 300, 500, and 1000 gph capac- 
ities. These units are offered reconditioned 
and guaranteed, with prices approximately 
50% of new, with immediate delivery 

You can't have a uniformly carbonated drink 
without modern up-to-date equipment 

We are headquarters for carbonators, the 
same as we are for used bottle washers, 
fillers, labelers, syrup room equipment, etc. 


Sewing American Industry for over 30 Years 








October, 1953 


CLASSIFIED 


ADVERTISING 





FOR SALE. 
splits to qts.; 
livery.—P. N., 


Cem 20. siruper-filler-crowner ; 
excellent condition; immediate de- 
BOX 734.—12.-tf. 


FOR SALE. 
unit on one base i, 
to 34 degree F; $ 
CO., Baton Rouge, La 


Mojonnier Carbo-Cooler, complete 
20 hp compressor, 350 gal. ph. 
?,750.00.—DR. PEPPER ROLT. 
9.-t.f, 


FOR SALE.—One Miller Hydro de luxe bottle 
washer rated 150 bpm serial No. 109BH-1502-B; 
installed new in 1949 at a cost of $20,000.00; in 
excellent condition; can be seen in operation; 
CLICQUOT CLUB BOTTLING CO., 1027 Marl 
borough St., Philadelphia 25, Pa.—9.-2. 


| FOR SALE.—Approx. 400 gr. 9 oz, Flint let 
| tered soda bottles 9% in. ht., 200 gr. in full depth 
| cases; $3.00 gr. includes cases f.o.b.—-7-UP BOT 


| rLING CoO., Clinton, Ind 10.-1, 


FOR SALE. The _ folk Cc 

rack bodies will be available ducing the 

| winter of 1953-54; 9-276 case 102” ( A Syr.; 
| case 102” CA-2yr.; 12-280 case 108” CA-3yr 

| 15-280 case 108” CA-2yr.: 1-264 case 108” CA-3yr.; 
11 210 case 108” CA-Dyt 13-210 case 117” CA 
Oyr. ; yr further information and pictures, write 

CRAWFORD JOHNSON & CO., INC., P. O. 


tox 2613, Birmingham, Ala 10.-3 


mwwing Coca 


FOR SALE.—Approx. 200 gr. ACL. % gal. 


hottles in 6 bottle cases, some new, some used, and 
complete gal. bottling unit; also about 200 
cases, 6 bottles ea siphon bottles: first reasonable 
offer takes the lot; write.—REGENT BOTTLING 


COMPANY P. O, Box 8315, Pittsburgh 18, Pa 


10,-1 
FOR SALE, [wo Baltim re semi-automati 
fillers; 1-9) cases per ur Twentieth Century 
ttle washer; 1-500 g # s Magic I nig carbona 
| tor; available immediately at a low price; 
| write REGENT BOTTLING COMPANY, nm oe 
| Box 8315, Pittsburgh 18, Pa 10.-1. 


| FOR SALE. Liquid 12 spout filler, pists 5 
| wide Universal washer; 250 gal. r.d. carbonate 
5 h.p. compressor; No. 904 r.d. cooler, 10 > he vd 
mixer; 36” accumulating table Lp. motor; 6 
h.p. syrup pump and filter; 600 gal. r.d. declorina 


tor; 600 gal. k.c. filter; 400 gal. tinned brass body; 
27’ stainless chain and two bends; 300 and 200 


gal. side agitator tanks; 2-100 gal. storage; half 
price; none of this equipment has run over 300, 
(0) cases; available immediately; formerly Hire 
bottling co.; contact.—A., T MATTILA, 408 So 
10th, Walla, Walla, Was! 10.-1 








| OCTOBER BOTTLE SPECIALS!!! 


| 8000 cartons 24/7 oz. new FI. stippled, non- 
returnable. 
5000 cases 24/7 


| 
| “Nutri-Cola”’, 
| 7" ht. 


oz. sodas, 


500 er. FI. 7 oz. sodas lettered “Kramer’’, 
| % “2 ht. 
3000 gr. 7 oz. Fl. ACL “Spur”; also 12 oz. 
150 gr. 7 oz. Em. Gr. ACL “Cheer up”. 
| 260 gr. FI. new 8 oz. plain sodas, 834” ht. 
1500 cases 24/8 oz. FI. sodas, lettered “Dia- 
mond”, 8%” ht. 
20.000 cartons 24/8 oz. Em. 
7} 6” ht. 
700 gr. Amber O7., 
beer shape, 914” ht. 
| 150 gr. Fl. 10 oz. new, plain sodas, 914” ht. 
200 gr. Em. Gr. 10 oz. plain sodas, 914” ht. 
10,000 cartons 24/12 oz. new FL, one-way 
bottles. 


1. BASKOWITZ BOTTLE CO., INC. 


1301 Grand St. Brooklyn 11, N. Y. 


Gr. sodas, 


lettered “Red Top”, 





CLASSIFIED 


ADVERTISING 





FOR SALE.—-6 wide D & L soaker new 1947; 
12-spout Red Diamond filler; Dixie Model F filler; 
250 gph Red Diamond carbonator; 7% hp Liquid 

All 


stainless steel cooler with Carrier compressor 


equipment in excellent condition. i BOX 
S43.—10.-1 
FOR SALE.--1 Cem 20 standard filler bought 


1951; 1 Cem 250 gal. carbonator bought used 1960; 
1 Potter & Rayfield mixer bought used June 1950; 
1 Potter & Rayfield water cooler bought new June 
190; 1 Mojonnier syrup cooler model M-10 bought 
May 1951; 1 Crown Cork & Seal syruper bought 
July 1951; 1 Super deluxe Miller Hydro bought 
March 1951; this equipment located in Florida; 
for further information write; BOX T.E. No. 837, 
10 


FOR SALE. 
multiple labeler, 
neck labels, in 
bonator 200) g.p.h. 


Ermold straight line automatic 
model 70, 6 wide for body and 
excellent condition; Liquid car- 
reconditioned ; water filter 
quartz and Minchar, S800 g.p.h., in excellent condi 
tion; Lomax syrup maker and filter SR-60, recon 
ditioned ; wate or call _regarding these exceptional 
buys; Phone | alumet 5-8900. FIL.PACO INDUS- 
rRIES, INC., 2414 So. Michigan Ave., Chicago 
16, Illinoi 10.-1 


FOR SALE.—We have for sale around 2,500 


eases 12 oz. bottles which are already packed in 
cases; some of the cases are like brand new; also 
have 500 cases of the same 12 oz. bottles which 


have never been used and are atill in the original 
shipping cartons; make us an offer; write; MR. 
ALEX GOMERY, PEOPLES BOTTLING CO 
880 Grant St., Akron 11, Ohio 10.-1 


FOR SALE.--8 model P42748 electric transport 
trucks made by Automatic Transportation Co, ; 
can be seen at, COTT BEVERAGE CORP., 197 
Chatham St., New Haven, Conn 10, -2. 


FOR SALE.—600 at. cases of 32 oz. bottles, 
with shelves, fine condition; $1.00 per case; also, 
carbonator, Crown Cork & Seal type, 1948 make; 
2) gal capacity; good operating condition, 
$300.00; write; HIRES BOTTLING CO., 1915 


53rd St., Kenosha, Wis« 10,-1 
FOR SALE.—Ligquid 250 gal. carbonator 4 yr 
old, Potter & Rayfield Shp water 5 y1 old; both 


ire now in operation, replacing with larger equip 
ment: write; RED ROCK BOTTLING CO., Wil 
liamsburg, Ky 10,.1 


FOR SALE Installing high speed Miller 
packer, have Model B right hand standard feed 
Miller N poner ont sale, price $1,800.00 f.0.b.; write; 
ST. PA JP BOTTL ING CO., 520 Payne 
Ave., St p aul 1 Minnesota 10.-1 


FOR SALE. —5 Vendmaster dual-flavored bottle 
vending machines with coin changers, in good run- 
ning order; capacity , 6 to 12 oz. bottle 
$150.00 ea. or $625.00 for the entire 5; write; 

Sagamore Ma 


COCA-COLA BOTTLING CO 


fh case 


10.-1 

FOR SALE One Meyer Dumore 20-wide six 
compartment washer, equipped with new automatic 
feed, up and automatic discharge and thermostatic 


chain pockets and 
1940; also, part 


controls on all compartments; 
tanks in fine condition; built in 


to put thi washer in perfect condition, such a 
new funnel box, hold-down clamps, main drive 
gear ide arms for clamps, gear and funnel be 

ind two. shive and shafts; size—3h’ 6” hetene? 
7" wide; 91” high; one right hand and one left 


hand Ermold, model 9-41, automatic multiple 
labeler, serial No. F-479021 and F-479022, 10-wide, 
equipped with Reeves drive; speed 36 r.p.m.; fully 
equipped to handle body, neck and foil labels with 
additional baskets for square labels; these labeler 


were bought in 1948 and used for only one year; 


one can disc dump table; one Hansen can rinser 
all of the above equipment equipped with 440 volt 
and __ three phase motors REGAL AMBER 


BREWING CO 
Calif 10.-2 


8250—20th St., San Francisc« 


FOR SALE.-——One Star Liquid DeLuxe 250 
g.1 carbonator almost new TACOB ADAMO 
ite 81-83 Prospect St., Stapleton, N. Y 10 


te 


FOR SALE DAMM) wooden cases for 6/half 
gal ottle or ale, make an offer write BOX 
I 8 No, 834 10.-2 


} 








YOU CAN 
SAVE 50% 


301-307 Powell St., Brooklyn 12, New York 


ON REBUILT GUARANTEED 


FILLERS 
CROWNERS 
WASHERS 


CARBONATORS 


LABELERS 
MIXERS 
COOLERS 
FILTERS 


And on 


_ COMPLETE BOTTLING LINES 


Late models. . 


All makes, sizes, 
capacities... 


Perfect Service Assured! 


Stop In To See Us 


Booth 324 


ABCB Exnosition 
OR WRITE 





IRSTENBERG 


BOTTLERS’ EQUIPMENT CO. INC, 
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BOTTLING 
EQUIPMENT... 


Rebuilt 
and 


Guaranteed 


Write... 
Wire... 

or Phone... 
RA-9-3173 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 








BRING YOUR BOXES 
BACK ALIVE! 

Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box Strap- 
ping, %" wide; in rolls from 60 to 80 pounds. 
Order today! 

S. ERVIN DIEHL, JR. 
1300 N. Front St. Philadelphia 22, Pa. 








Virst in FLAVOR! 


A-1 COLA BASE CONCENTRATE 
"The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 








FOR SALE 
20M 10 oz. Partitions 


WANTED 


12 oz. Spur Bottles in cases 


BISON BOTTLE CO., INC. 
26 Wasson Street Buffalo 10, N. Y. 








BETTER REPAIRS WITH THIS 
BEVERAGE CASE NAIL! 

* 1/2" LONG—12 GAUGE WIRE 

* OVAL HEAD—BARRED BODY from head 
to center. 

* CEMENT COATED (Cement coating adds to 
holding power in both new and old wood 
and provides additional protection against 
corrosion.) 

¢ WILL NOT BREAK IF BENT 

* PACKED IN 100 POUND KEGS. Or, 25 and 
50 pound cartons. 

Write for sample and prices. 


S. ERVIN DIEHL, JR. 
1300 N. FRONT ST. PHILA. 22, PA. 
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ished beverage 
exclusive rights 
| field tests. 


COLA FORMULA 
WANTED 


National flavor house wants a cola formula better thon 
its own. Formula must be practical and produce fin- 
ual to best. Outright purchase and 
esired. Subject to laboratory and 


ay any reasonable fee. 


BOX 819 
c/o NATIONAL BOTTLERS' GAZETTE 
9 &. 35th S¢., N.Y. 16, WN. Y. 





FOR SALE 


| lain 


1K) cases 24 oz. wt., 24 02 
Emerald bottle packed 1 
Seven-l p 

S6th «& 


(,reen 
doz, in cotton wood cases printed 
ZUCKERMAN-HONICKMAN N ( 
Reed St Phila. 46, Pa 10).-1 


Capacit 
' 


FOR SALE.-—-1 Mojonumnier 7 hp. Carbo-Cooler 
rebuilt, $3,000; 1 72” diameter sand filter new, 
never used $800; two 28” diameter Permutit water 


filters, reburlt SOM): write FIRSTEN BERG 
BOTTLERS’ EQUIPMENT CO., 3803 Powell 
Street, Brooklyn, New York 10.-1 

FOR SALE. Complete line Cem, 20-wide 
> compartment Meyer washer, excellent condition 


A BOTTLING COMPANY, Indian 


PEPSLCOT 
| 10,1 


apol Ind 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED. A 
selling nationally to te 
manutacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, statin experience, 
lines handled and territory covered; fi replies con 
fidential—O. I.,—Box 603 6-tf 


reliable manufacturer 
bottlers and beverage 


HELP WANTED Salesmen wanted; old «¢ 
tablished flavor 1ouse wants men; will consider 
ide line or full time S. F BOX 809 7.-tf 
HELP WANTED Excellent ales executive 
opportunity well-established midwest manufac 
turer of beverage machinery requires the services 
i man capable building, organizing and ad 
ministering sales department; must be experienced, 
free to travel extensively and have basic mechani 
cal knowledge of bottling machinery s. 2 ’ BOX 


SON) 7.-6 


HELP WANTED Splendid opportunity for 
the right man; must be capable of taking over 
complete production of plant doing in excess of 
million and quarter cases per year; Cem, Yundt 
ind Meyer equipment, two lines; knowledge of 
thi equipment desired however we have capable 
maintenance man; located in mid central State; 
write fully about yourselt Box S, X., 830.—9.-2 

HELP WANTED Partner wanted, capable of 
handling tiles; invest small amount of capital in 

nog beverage busine three national tranchise 
located midwest erving approximately 230,000 
population; write BOX No. T. I. S41 10.-1, 

HELP WANTED Florida manufacturer of a 


uperior line of specialty flavors for bottlers and 


la fountains offers partnership opportunity § to 
in aggressive salesman; write for details and san 
ple JOSEPH BREYER 425 Thirteenth St., 
North, St. Petersburg, Florid 10-3 

HELP WANTED Young man experienced 
route supervisor, opportunity to become sales man- 
ager, running 5 trucks, botthng nationally adver 


tised beverages, plant located in Connecticut 0 
miles trom New York City; BOX No, T. G 
SOM 10-1 


write; 


Outstanding opportunity 


HELP WANTED 


iles manager with experience in beverage mer 
chandising in Latin America give age, experi 
ence, and approximate present earning write 


BOX No. T. C. 835 10-1, 


HELP WANTED Production foreman to man 
we two Meyer Premix line must know water 
control and have mechanical ability; open salary; 
qualification; apply; PEPSI 
BOTTLING CO., 448 E 
10,-1, 


wive tull details of 
COLA CANADA DRY 
Livingston Ave Columbus, Ohio 





salesmen for 
drink with all the earmarks of 
success; applicants may have other 
line for bottlers; $20.00 commission per unit; state 
experience and territory you now cover; write 
4212 Lee Road, Cleveland 28, Ohio 10.-1,. 


HELP WANTED. Franchise 


newly developed 
outstanding 


HELP WANTED.—Production manager 
ble of maintaining and repairing machinery, 
vising personnel, handling production and 
housing; good opportunity for right person; give 
details of personal history, experience and refer 
ences CANADA DRY BOTTLING CO., 175 So 


Pauline St., Memphis, Tenn.-—10.-1 


capa 
super 
ware 


you fit this sales oppor- 


HELP WANTED.— Do 
” Are 


tunity you an experienced, aggressive sale 

man who knows the soft drink or brewing indus 
tries? A large, well known supply house has an 
excellent sales opportunity open; experience in 


Southern area is helpful, but 
will be held in strictest confidence; 
832 10.-1 


not essential; replies 
write. he F 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


POSITION WANTED. Experienced flavor 
chemist with excellent background in research, 
manufacturing and quality control seeks connec- 


tion with established sales organization with capi 

tal interested in manufacturing products for the ice 

cream and soft drink industries S. N. BOX 826 
‘ » 


Unusual ile and 
experience maustry 
company or bottling 
operated successtul 
in supply end; can handle 
vailable Aug. 15; 


POSITION WANTED 
arketing background and 
ivailable for sound franchise 
yperation; have owned and 
plant 14 yrs.; previously 
sles; production, management; a 


write S. M., BOX 817 10.-1, 


Former executive in 
1 feld now active in 
to relocate in carbon ited bever ip 
busines can handle botthng plant or to give 
trong support to a franchise company; well versed 
In management ales, public relations, sales train 
Ing have authored numerou article on ale 
business world, have 
national convention 
can furnish complete 


POSITION WANTED 
carbonated beverage and foo 


banking desire 


1 " 1 
mens | nationally Known 


been keynote peaker at many 


in food and beverage world 


de er and highest type recommendations; I am 
not looking for an easy job, the tougher they are 
the better lked they are I am looking for deep 
water where vigorou wimming is mandatory; 
will not rk cheap, but will deliver the “‘message 
to Grareia lowest starting sal SU HMO to 
$10,000.00; all inquiries will be answered; addre 
nquiries to rt. BOR 84 10-1 

POSITION WANTED Production; seven 
years experience production, sales and management 


in Canada Dry, Grapette plants; age 28; will go 


most anywhere; references; will answer all inquir- 
i¢ OREN D. MOFFETT, 5311 E. Archer, 
Tulsa, Okla 10.-1, 

POSITION WANTED. li want results, 
then I am your man, twenty successful years 
experience, with acquired invaluable working 
knowledge, and understanding of the industry's 
buying habit traveled extensively, as sales engi 
neer, and managed large branch bottling plant 
for a national known parent company; only estal 
lished company con idered write W W CON 


OVER, 4604 Wishart Blvd TFampa, Florida 
10-1 

POSITION WANTED Top franchise mat 
ivailable on Pacific coast; contacts in the eleven 


western States have had iles management ex 


perience; well acquainted tn the bottling industry 
understands thoroughly, bottling and sales promo 
tion highly accredited; managed uccessfull 
Pacific coast operation for a national firm f 
many year qualifying credentials on request 


BOX T. A., No. 833 10-2 








WANTED TO BUY 
Botuling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.-—Wood cases, 
up to 200,000.—BARNES & SMITH, 
State St Milwaukee, Wisc 8&.-3 


all sizes, 
6511 W 


WANTED TO BUY.—1,000, 2,000 and 3,000 
gallon stainless steel tank PEPSI-COLA BOT 
rLING CO., Rocky Mount, N. ¢ 9.-3 

WANTED TO BUY 


Need equipment tor fill 


ing flat top cans; specify what equipment its avail 
ible and prices on same; we are interested in 
fillers, unscrambler rinser et BOX Ne ri 








BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 

shape bottles. 10'/2 ounce weight and packed 
24 to a paper fibre board carton. 

4,000 cases Plain flint 12 ounce cap. export beer 
shape bottles. 12 ounce weight packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
botties. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 62 ounce emerald green beverage bottles 
small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 











FOR SALE ) 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shells 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 








ALWAYS BUYING 


Soda Water Tanks —Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY—SELL 
BOTTLES ... CASES . 


Any type .... large & small Quantities. "An 
exchange can be arranged"’— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 








FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for immedi- 
ate sale. 
PERRY EQUIPMENT CORP. 
1419 N. 6th Street, Phila. 22, Pa. 
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industry problems which have developed in the last 
12 months. The fuilest possible coverage of regional 
as well as national aspects of the bottling business 
is assured. Panel members include: 

William J. Williams, Canada Dry Ginger Ale, Inc., 
New York, New York; Harold Corwin, Pepsi-Cola 
Bottling Company, Vancouver, Washington; John L. 
Firmage, Nehi Beverage Company, Salt Lake City, 
Utah; Harry L. Robinson, Hygeia Coca-Cola Bet- 
tling Company, Pensacola, Florida; L. O. Graf, John 
Graf Company, Milwaukee, Wisconsin; John W. 
Davis, Dr. Pepper Bottling Company, Roanoke, Va.; 
George Culley, California Manufacturers of Car- 
bonated Beverages, Alhambra, California; Edward 
Wagner, W. T. Wagner’s Sons Company, Cincinnati, 
Ohio; Abe Lapides, Pepsi-Cola Bottling Company, 
saltimore, Maryland; and Thomas FE. Mills, Coca- 
Cola Bottling Company, Black River Falls, Wiscon- 
sin. 

J. Albert, Chief Chemist, Mason’s Root Beer Com- 
pany, Chicago, Illinois, will lead the first discussion 
on Wednesday afternoon—*‘‘Case Histories of Pit- 
falls in Production.” Following this will be ‘“What’s 
New in Bottle Brushes and Rinse Spindles”, by H. 
Volekening, President, Volckening, Inc., Brooklyn, 
New York; “The Use of Insecticides in Bottling 
Plants,” by Dr. Sidney Mittler, Research Biologist, 
Armour Research Foundation, Illinois Institute of 
Technology, Chicago, Illinois, and ‘Why Bottlers’ 
Sugar’, by Dr. B. C. Cole, Technical Director, Sev- 
en-Up Company, St. Louis, Missouri. 

On the final day of the convention, Thursday, 
November 12, bottlers will hear William H. (Bill) 
Gove, Sales Development Manager, Minnesota Min- 
ing and Manufacturing Company, discuss ‘“What’s 
Old,” and William E. Mankin, Public Relations 
Director, The Grapette Company, Camden, Arkan- 
sas suggest that we “Make No Little Plans.” Mr. 
Mankin is also Sales Director of Grapette Products 
Company, an affiliate of the Grapette Company. 

The afternoon panel offers a complete lineup of 
soft drink industry participants who will discuss 
“Problems Confronting Sales Managers of Soft 
Drink Bottling Plants.” 
touch upon the many aspects involved in increasing 


This panel will probably 


sales, including the training of salesmen, merchan- 
dising, organizing markets and perfecting public 
relations. To moderate the panel and to discuss re- 
commendations formulated after a national survey 
of sales practices in the soft drink industry, 
A.B.C.B. will present W. H. Lough, President of 
Trade-Ways, Inc., New York sales management en- 
gineering firm. As a sales training consultant to 


many industries, Mr. Lough is well qualified to lead 








discussions of bottlers’ sales and merchandising 
plans. 

Members of the panel are: Asa L. Day, President, 
Keystone Coca-Cola Bottling Company, Wilkes- 
Barre, Pa.; A. B. Hatcher, President, Top Rock Bot- 
tling Co., Charleston, West Virginia; Julius Darsky, 
President, Golden Age Beverage Co., Akron, Ohio; 
Roy T. Smalley, General Manager, Tipton Seven-Up 
Plants, Washington, D. C.; Chester C. Bond, Promo- 
tion Manager, B-1 Beverage Co., St. Louis, Mis- 
souri; Hugh McKellar, Sales Promotion Manager 
The Squirt Company, Beverly Hills, Calif.; L. C. 
Crook, vice-president, Whistle & Vess Beverages, 
Inc., St. Louis, Mo.; and J. T. Hunsaker, vice-presi- 
dent, Nesbitt’s Fruit Products, Inc., Los Angeles, 
Calif 
The foregoing is actually a condensation of what the 
Chicago meeting holds in store for the bottlers. If 
we examine the qualifications of the speakers and 
the panel leaders and members, if we consider more 
fully the reports of the committees covering the 
vast amount of work done and the advance planning 
on a dozen projects and then add to them a sparkling 
entertainment program provided by A.B.C.B. sup- 
plemented by dozens of open house parties, annual 
banquets and meetings provided by the exhibitors 
at the Show, we have all the ingredients for the type 
of annual meeting which the bottler can transform 
into earned dollars in the conduct of his individual 
business. 

For instance, there is no question that national 
affairs affect the soft drink industry. Few men are 
better qualified to discuss national conditions than 
the Honorable Everett M. Dirksen, United States 
Senator from Illinois, who will address the opening 
session. Senator Dirksen will be on familiar ground 
when he faces coast-to-coast members of the soft 
drink industry, together with their wives and 


guests. It was in the International Amphitheatre 
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HARRY VOLCKENING 


J. ALBERT 





















H. B. NICHOLSON W. H. LOUGH 








DR. B. C. COLE JULIUS DARSKY 





that he, as chairman of the Illinois Delegation to the 
Republican National Committee in 1952, placed in 
nomination for President of the United States the 
name of the late Senator Robert A. Taft 

Senator Dirksen, in his keynote address opening 
the A.B.C.B. convention, will emphasize the im 
portance of Americanism to every individual in this 
country, and in the world. During his long associ 
ation with national politics—-from 1932 to 1949 as 
a member of the House of Representatives and from 
1951 to the present as a member of the United States 
Senate—Senator Dirksen has been a champion of 
individual enterprise and an outspoken foe of Com 


munism., 





DR. SIDNEY MITTLER A. S. VANDERSTEMPE! 
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Coca-Cola President to Address Convention 


Coca-Cola Company has for many years been re- 
garded as one of the outstanding examples of Ameri- 
can business, and its influence on the affairs and 
progress of the soft drink industry are unmis- 
takable. Bottlers attending the meeting will have 
the privilege of hearing Coke’s president, Hammond 
Burke Nicholson, discuss industry affairs against 
the background of twenty years association with the 
company. 

Speaking on the value of cooperation’ between 
members of the industry, Ivan A. Nielson, Manag- 
ing Partner of the Nehi Beverage Company, Los 
Angeles, California will also address the bottlers on 
Tuesday morning. The title of his address is “Your 
Local Association—It’s Valuable.” 

Nielson, with his years of experience in the soft 
drink industry knows the importance of cooperative 
action. He started with the Nehi Beverage Company 
in Los Angeles in 1938 as a route salesman. After 
two years he was sent to Honolulu by the Nehi 
Corporation to assist in the opening of a bottling 
plant on the Islands. This was followed by seven 
years as a franchise company representative in the 
Western part of the United States. In 1947 he re- 
turned to the Nehi Beverage Company of Los An- 
geles as Assistant Sales Manager and in 1948 was 
named Sales Manager. In 1950 Mr. Nielson was 
made Vice President in Charge of Sales and in 1952 
President of the Company. 

The thousands of bottlers coming to the conven- 
tion from all sections of the country are taking the 
advice of William E. Mankin, Public Relations 
Director of the Grapette Company, Inc., Camden, 
Arkansas, and will “Make No Little Plans”. This is 
the title of an address to be given by Mankin Thurs- 
day morning, November 12. The speaker, who has 
his fingertips on public reaction, provided the first 
selling slogan, “Close to Nature,” for the Grapette 
Company, as well as designing the original trade- 
mark and crown. Mankin, who has spoken at all but 
five of the State bottlers’ association conventions, 
is listed in “‘Who’s Who in America” for his busi- 
ness and community activities. 

“What's Old,” is an unusual title for an address, 
but it is being given by an unusual man, William 
Gove, Sales Development Manager of the Minnesota 
Mining and Manufacturing Company, St. Paul, 
Minnesota. He will speak on Thursday morning, 
November 12. Gove travels 80,000 miles each year 
to talk to 50,000 salesmen and sales executives, 
drawing from his vast storehouse of sales experi- 
ence to back up his words. From 1930 to 1936 he 
sold magazines and vacuum cleaners from house to 
house. He then worked for the Beech Nut Packing 
Company as one of their Eastern salesmen. In 1945 


he joined the Minnesota, Mining and Manufacturing 
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S. GULLO 


J. M. SHARF 


Company. He was selected by the National Sales 
Executives last fall as one of seven businessmen to 
tour Europe as part of the highly successful “Oper- 
ation Enterprise’—a program designed to pass on 
to our friends on the Continent, American market- 
ing ideas. He was recently presented the National 
Sales Executives “Professional Salesman of the 
Year” award. 


“Why Bottlers’ Sugar” Is Study Topic 


The Technical Director of the Seven-Up Company, 
St. Louis, Missouri, Dr. B. C. Cole, will discuss 
“Why Bottlers’ Sugar” at a Special Meeting. The 
meeting, Wednesday afternoon, November 11, will 
clarify the sugar standard which was developed to 
aid bottlers in purchasing granulated sugar that 
would more consistently meet the exacting require- 
ments necessary for the production of quality bev- 
erages, 

Dr. Cole, who is in charge of laboratory research 
at the Seven-Up Company, has had fifteen years ex- 
perience in food bacteriology work and dairy tech- 
nology. He attended Western Kentucky College, 
University of Kentucky, and Iowa State College, re- 
ceiving the B.S., M.S., and PH.D. degrees in chemis- 
try and food technology. 


“Case Histories To Be Cited” 


“Case Histories of Pitfalls in Production” will be 
the title of a discussion at a special meeting. Sched- 


Ni 


J. T. HUNSAKER ED WAGNER 











uled for Wednesday afternoon, November 11, the 
discussion will be led by J. Albert, Chief Chemist, 
Mason’s Root Beer Company, Chicago, Illinois. Mr. 
Albert, who has been with the Mason’s Root Beer 
Company for seven years, received his undergradu- 
ate training at Central Y College and Northwestern 
University. 


Sales Training Specialist to Set Stage for Panel 


Sales problems of the soft drink industry will be 
discussed at a panel on Thursday afternoon, Novem- 
ber 12, the final day of the Convention. As all bot- 
tlers are interested in increasing sales, it is expected 
that the many aspects involved in accomplishing 
this goal will be considered. Keeping adequate re- 
cords, organizing markets, training salesmen effec- 
tively, merchandising the products, and perfecting 
the public relations program are some of the topics 
which may come up for discussion. 

Moderator for the discussion entitled, “Sales 
Managers’ Problems,” will be W. H. Lough, Presi- 
dent of the nationally known sales engineering firm 
of TradeWays, Inc., New York, N.Y. TradeWays is 
the organization which developed the A.B.C.B. 
Training Course for Route Salesmen as well as the 
association’s Manual of Sales Management. Trade- 
Ways has also worked for many of the industry’s 
leading franchise companies in connection with sales 
training efforts. 

The company’s years of experience in analyzing 
sales methods and techniques of many types of in- 
dustries has given it a unique position in today’s 
business world. In gathering data for analysis 
TradeWays uses many interesting and effective tech- 
niques which will be summarized by Mr. Lough as 
an introduction to the panel discussion. Panel mem- 
bers were listed earlier in this review. 


And Still More 


Because the national convention will be attended 
by thousands of bottlers, several other organizations 
have planned meetings. The Carbonated Beverage 
Institute will hold its sixth annual meeting in Chic- 
ago on Nov. 8, at the Sherman Hotel, following the 
all day session with a banquet in the evening... . 
It is expected that there will be meetings of the 
National Manufacturers of Soda Water Flavors; 
the Beverage Machinery Manufacturers Association 
and the National Bottlers Service Club .... The 
super-exclusive 199 Club, headed by President J. W. 
Pipes, holds its gathering at the Sherman Nov. 11 

.. “Hospitality Rooms” maintained by the fran- 
chise companies, supply and machinery houses and 
others, are too numerous to list here. They will be 
bulletined in the hotels. 

That’s it. It’s all yours just by being in Chicago 
November 9 to 12. 
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THE LAST WORD 
toe kkk ek & 


The greatly expanded use by food packers and 
canners of non-returnable containers of glass, 
tin and plastics is bringing with it a new prob- 
lem—that of “housekeeping”. Our own industry, 
which multiplied its use of one-way bottles enor- 
mously with the advent of the dietetic beverages 
and other specialty products (and has made a 
small start with canned soft drinks) is as yet 
contributing only a tiny fraction of the pressure 
on the cities and towns to handle what they call 
“the litter problem.” Disposable packages, what- 
ever the materials of their construction—paper, 
paperboard, glass, tin, etc.—are being carelessly 
misused by the consumers. They are disposing 
of them not only through regular garbage and 
trash collection channels, with which the commu- 
nities are well set up to handle, but indiscrimi- 
nately along roads, parks, beaches, city streets 
and lots. The consumer obviously needs a lot of 
education on what to do with containers after 
they have served their purpose. Packers and proc- 
essors will be doing a great public service if they 
act as teachers in this respect. 


Although there are only three canning (of soft 
drinks) operations in the country, interest in 
canning carbonated beverages is quite high. The 
term “bottler” seems inappropriate for such an 
operator, as does “canner”, since this word is 
usually applied to packers of a wide variety of 
products, including foods, insecticides, oils, moth- 
proofing and_ fire-extinguishing compounds, 
paints and others too numerous to mention. So 
we need a cognomen to aptly and accurately des- 
cribe the man who runs a soft drink canning 
plant. Discussing this around the trade, we've 
gotten several suggestions: ‘“‘Canbot’’; ‘‘Bott- 
can”; “Bottin’; “Tinbot’”. N.B.G. will smack 
down 20 bucks for a Stetson hat in your size and 
color. for the name which best fills the bill of de- 
noting a canning operator as well as “bottler” 
does for glass-packaged soft drinks. 

There’s tremendous significance in the report 
made by the Census Bureau that employment in 
July exceeded 63 million persons. This was a mil- 
lion above the figure of July, 1952. It should be 
coupled with the unemployment figure, which 
stood at 1,548,000, one of the lowest totals on 
record for the month. The implications to busi- 
nessmen are obvious, of course, particularly to 
people like bottlers, who enjoy complete distribu- 
tion and sell a low-priced, quickly consumed 
product. 


@ Whether you use Citric Acid regularly or 
only occasionally, in large quantities or in 
small, Pfizer is anxious to talk citric with 
you. There’s a type and a container size to 
meet your requirements. 

If you use money-saving Pfizer Citric 
Acid U.S.P. Anhydrous, you'll find it in the 
following mesh sizes: granular, fine granu- 
lar, powder. Conveniently packaged in 25, 
50, 100, 225*, 250** Ib. drums. 

Pfizer Citric Acid U.S.P. Hydrous is avail- 
able in these mesh sizes: granular, fine gran- 
ular, fine granular xx (for confectionery 
use), powder. Packaged in 25, 50, 100 and 
220 Ib. drums. 

Order Citric Acid from Pfizer today. Your 
most dependable source for nearly three- 
quarters of a century. 


* powder 
granular and fine granular 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N.Y. 


Branch Offices: Chicago, II!.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 


Whether Your Needs 
Are Large 
Small or Medium 


} 


+7 
























Puedsttouds aud austere ou 


GINGER 


o\ 4 
yes: y «col are 
econo™ what typer % noot? 
Three varieties are written into OUF formulas. 
African. Jamaican. Cochin. The top grades, too. 
Blends that are broad and deep in warmth. 
fot 
7 ) ° = one’ 
pow yy rer? : wot’ © 
nove ie) ve Y 
qs 7 we pane J 
cent) : * al 
enon? Ci 
° tr 
Ci "din Vors p , 
fan Pr "adorn: 
Aq duce, "Ming; 
"9 lin Faves, Skill 
9er; “harry Fu} 
g Ofte, Ony 
age! ge deter” Othe 
yo sontt ic : 
How i dot we “- “ 
ove" not ay strane” 
pat PY - =r arene” = contin? * od d. 
qi ten” ; vow’? = yartY vat 
eon le wes? and 
as £0% 4 
ord 


foole «Jenks Koni 


JACKSON, MICHIGAN 














